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SUPREME IN CIRCULATION 


The Net Paid Daily, Sunday and Evening Circulation 
of The World in 1907 Increased 


30,690,339 


Copies Over the Twelve Months of 1906, or a Net 
Paid Average Gain for Every Day in the Year of 


84,083 


Copies. All Free, Unsold and Exchange Papers 
Eliminated 


SUPREME IN ADVERTISING 
1,405,032 


Separate Advertisements Printed in The World in 
1907. Largest Number of Advertisements 
Ever Printed in Any Newspaper, and 


292.74] 


More Than in The New York Herald, an Increase 
in Lead of 61,349 Over Last Year 


In 1906 The World Led The Herald 231,349, as 
Officially Certified by Messrs. Barrow, Wade, 
Guthrie & Co., Chartered Accountants 


























The World Is the First New York Newspaper 





PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
ENTERED aS SECOND-CLASS MATTER AT THR NEW YORK, N. Y., Post OFFICE, JUNE 29, 1893, 


NEW YORK, JANuary 8, 1908, 


VoL. LXII. 


A FEW WEEKS WITH 
JOHN BULL. 


Second Article, 


It is difficult to get the average 
British business man to believe 
that the principles behind Yankee 
advertising are worth trying out 
in his own country and his own 
line. Say “Yankee,” and he 
thinks only of methods as ex- 
hibited in some flagrantly mis- 
representative cases that have 
come under his observation. 
Even if he grasps principles he 
perhaps maintains that they can- 
not be applied in a country like 
England. 

Here is the way British con- 
servatism reasons in the manu- 
facturing and distributing trades: 

Everything that the public 
wants is being made and sold. 

Everything that isn’t being 
made and sold has_ been _ tried, 
usually years and years ago, and 
was a frightful failure. 

The British consumer is very 
different from the Yankee con- 
sumer. 

What succeeds in 
would be resented here. 

As long as we make sufficient 
money, why not let well enough 
alone? 

In criticising the Englishman, 
of course, we must remember 
that he frequently inherits an 
established business. So, unlike 
the average Yankee, he starts in 
life with something to lose. 
Furthermore, this business comes 
to him with old trade agree- 
ments and discounts made by his 
father and grandfather. Last, as 
a staple concern, making solid 
goods and trading on close mar- 
gins, it is highly efficient, and 


America 


No. 2. 


perhaps covers the entire world, 
and holds its own against all 
competition—never let the fact 
that the Englishman is slow at 
novelties blind you to his funda- 
mental commercial ability in 
staples. 

Now, is he 
consumer ? 

Will American methods  suc- 
ceed in England when properly 
applied ? 

What is the effect of a typical 
Yankee selling-plan in the British 
market ? 

These questions can best be 
answered by citing some instances 
of success over there. 

The moment one says “Cates- 
by” to a Londoner the latter 
echoes “Cork Lino.” 

Advertising matter from Catesby 
& Sons, Tottenham Court Road, 
London, has frequently been com- 
mented upon in Printers’ INK. 
This house is probably _ better 
known here than some of the 
big shops in the fashionable shop- 
ping section—Catesby’s is situated 
much like Bloomingdale’s in New 
York. 

Fifteen years ago the Catesby 
business was housed in a typical 
small London shop where the 
elder Catesby had started in on 
an humble scale, and its gross 
yearly turnover ran to about 
$75,000, on which there was less 
than $7,000 profit. Out of the 
latter sum $2,500 had to go back 
into capital, and worst of all 
there was no growth, W. E. 
Catesby, now at the head of the 
concern (the elder died some 
years ago), was then a youngster 
fresh from school. He told his 
father that he believed their busi- 
ness was being starved, and asked 
for money to advertise it. Up 


right about the 
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to that time about $1,000 a year 
had been spent in the cut-and- 
dried advertising peculiar in Lon- 
don-—mere business cards in the 
newspapers that ran _ without 
change a month at a time, After 
careful consideration, $2,500 was 
taken from the capital account 
for publicity. By October it had 
all been expended. Then $1,500 
more was added, making a total 
of $4,000 for the year, or over 
half of the previous year’s profits. 

Young Catesby knew pretty 
well what he was about, because 
he had got hold of PriNnTERs’ 
Inx. That led him to invest 
twelve or fifteen pounds in back 
issues of every Yankee journal 
dealing with advertising methods. 
He studied these publications 
many a night, hiding the copies 
for fear somebody else would 
catch the idea—though it would 
be safe enough to leave them ly- 
ing Ioose anywhere in retail Lon- 
don even to-day. 

One good idea they had in 
America, he saw—they changed 
their advertisements frequently. 
That was a point worth imitating 
in his own campaign. In those 


days, however, he found only one 


London newspaper that would 
undertake to change an ad daily. 
The Morning Leader consented 
to a trial of the idea, not so much 
in a spirit of progress as be- 
cause the publishers thought that 
it would fail, or Mr. Catesby 
would get sick of it. None of the 
other papers would even listen to 
a proposal to do so radical a 
thing. This, by the way, is the 
reason why the billboard is so 
mighty in England to-day, while 
the London public has not yet 
been ‘educated to shop with the 
aid of newspaper advertisements. 
Until within the past three years 
English newspapers accorded ad- 
vertisers few privileges. The 
billboard men, on the contrary, 
accorded them everything rea- 
sonable. So the billboard is 
supreme. 

The first Catesby advertise- 
ments were partly a failure—not 
in idea or frequency, but in the 
article selected for exploitation. 
Single-column announcements 


four and five inches deep, in the 
Rogers-Peet style, with small 
pictures, were given up to talk 
about -carpets. They attracted 
attention all over the Kingdom 
immediately because of their 
never being twice alike. In 
thinking of the circulation of 
London newspapers it must be 
remembered that their scope is 
far greater than that of newspa- 
pers in this country. Americans 
often complain that there are no 
Sunday papers in London, when 
such sheets as Lloyd’s Weekly 
News and News of the World, 
containing a condensation of hap- 
penings during the past week, and 
sold for two cents, are printed in 
editions of a million and a quar- 
ter. By using only three or four 
London dailies, therefore, Mr. 
Catesby got inquiries from hun- 
dreds of places. But he could 
not send carpet samples profit- 
ably. It is customary to return 
such samples in London, as well 
as samples of cloth sent out by 
tailors. Too large a section had 
to be cut to show a carpet pat- 
tern. So he began to look 
around for something else to ad- 
vertise, and found a_ perfectly 
commonplace commodity which 
was then little known, and which 
has since become so_ identified 
with his business that to mention 
the house is to mention this 
commodity—linoleum. 

Linoleum was being made in 
England on a relatively small 
scale then. It had never been ad- 
vertised, however, and people had 
never taken it up to any extent 
because of its queer name. No- 
body knew what = “linoleum” 
meant, or what it was used for. 
The average man thought it was 
a sort of paint. When it was 
mentioned in earlier ads under 
the common name, people came 
into the shop and asked for some 
of that—er—what you advertised 
in the Leader, you know—floor 
covering. To simplify matters, 
Mr. Catesby adopted the term 
“Cork Lino,” as something easier 
to remember and not impossible 
to pronounce. It explained the 
commodity, too—or rather, ad- 
vertising talks on linoleum made 

(Continued on page 6.) 
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The censorship of advertising col- 
umns is now a policy with most good 
publications. But all agencies and most 
advertisers know that THe Lapigs’ 
HoME JourNaAz is still far in the lead in 
the protection which it affords to its 
readers’ pocketbooks and sensibilities. 


For example: There is a class of 
advertising which we restrict to a certain 
amount, simply as a matter of ‘balance’ 
in our advertising columns. Further 
advertisements of this sort are declined, 
not on the ground of dishonesty or mis- 
representation, but merely to maintain 
the “tone” of our columns. 


Do you wonder that our readers re- 
spond in extraordinary measure to the 
advertisements which are admitted ? 


It pays to be particular; it pays us, 
it pays our readers and it pays our ad- 
vertisers. 


THE CurtTIs PUBLISHING COMPANY 
PHILADELPHIA 


New YorK BosTon CHICAGO BuFFALO 
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it explanatory. The stuff is made 
of cork and linseed oil. 

By the end of the first year the 
business had been _iricreased 
$20,000. From that period it has 
grown to an establishment em- 
ploying three hundred persons, 
where twenty were employed 
then. Its retail trade requires a 
large building, and its mail-order 
department is perhaps the only 
place in the United Kingdom 
where an American can see any- 
thing resembling the great mail- 
order concerns of this country. 

This success has all been built 
on direct advertising to the 
British consumer of a commodity 
not only sold in regular trade be- 
fore, but one upon which the 
Catesbys had not even a trade- 
mark advantage. For the term 
“Cork Lino” is not protectable, 
being merely an abbreviation of 
“linoleum,” and therefore barred 
under the British patent laws. 
Every retail merchant in the 
United Kingdom now has his 
own brand of “Cork Lino,” so 
that the Catesby advertising is 
conducted under a_ tremendous 


handicap. But it had four years’ 
start, and the fact that Yankee 


methods pay when _ intelligently 
adapted is proved by the solidity 
of the Catesby mail-order trade. 
Despite competition, the mail- 
order business outside of London 
is much greater than the local 
retail trade. It is the largest 
business of its kind over there. 
About 110,000 purchasers are car- 
ried on the books, and circular- 
ized four times a year. Litera- 
ture is sent to no one else—no 
mailing to trial lists, etc. Fully 
35,000 of these represent open ac- 
counts. Lately a patented trade- 
mark, “Linola,” has been adopted. 
Competitors everywhere sell at 
lower prices, but educational ad- 
vertising on quality has built a 
trade that enable this house to 
take the output of several lino- 
leum factories. The product has 
also been improved by the adop- 
tion of a patent border that makes 
it easy for anyone to cut and fit 
linoleum. Old-style borders for 
this floor-covering had to be cut 
diagonally at the corners, and 


called for accurate matching such 
as could be done only by an ex. 7 
pert. Instead of these, a set of 


four square corner pieces is sold © 


with the border, making it easy @ 
for anyone to lay a perfectly 7 
matched border in any room. I 

Mr. Catesby says it is unprofit- © 


able to use London dailies on a 7 


purely local basis in retail adver- 
tising. Apart from lack of the 
newspaper-shopping habit, which 
has still to be developed in Lon- 
doners, it 
that Greater London covers an 
area of 700 square miles, and has © 
twenty-eight metropolitan bor- 7 


oughs, many of which are com- © 
size of Denver, © 


pact cities the 
Omaha, Kansas City or Atlanta 
in themselves, in which fully 140 
local newspapers are published 
(weekly), and each of which has 
its shopping center, its local 
government, its local habits. So 
a mail-order business was the 
logical thing to build. 

In actual practice, little diffi. 
culty has been found with the 
fancied conservatism of the 
British public. The better lower- 
class and poorer middle-class is | 
reached by this advertising, 
whereas the average British 
business man seems to have the 
upper middle-class and the gen- 
try in mind when he thinks of § 
the public’s aversion to radical 
publicity. Certain little peculiar- § 
ities have been discovered though. | 
One advertisement contained 4 
cross, for example, and was re- 
sented because it appeared to 
have some religious meaning— 
creed hatreds in England are 
alive to an extent hardly to be 
realized in the United States. 
The drink question is another 
excellent thing to keep clear of 
in British advertising copy. Na- 
tionality, however, which is a 
tender issue with us—as any ad- 
vertiser may learn by caricatur- 
ing the Irish—plays little part in 
England.. There is a very small 
alien population, measured by our 
standards. 

Copy went to lengths that 
might be considered even a bit 
radical in present American 
practice, being chiefly humorous. § 

(Continued on page 8.) 
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REATE a demand for your 

goods in Philadelphia— 

the “city of homes.” There 

are more separate dwelling 

houses in Philadelphia than in | 
any city in the Union. 

“THE BULLETIN” goes daily 
into nearly every Philadelphia 
home. It’s the paper most local 
merchants rely on. 


NET AVERAGE FOR NOVEMBER 


234,021 
copies a day 


“The Bulletin’s” circulation figures are 
net; all damaged, unsold, free and returned 
copies have been omitted. 


WILLIAM L. McLEAN, 
Publisher, 
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Series of talks with comic pic- 
tures, known as “Catesby’s droll- 
eries” followed one another, deal- 
ing with the history of England, 
Dickens’ characters, etc. They 
proved widely popular, however, 
and were read, commented upon 
and remembered, and had the ad- 
vantage of sequence, while of 
course the advertising moral was 
always hammered home. Mr. 
Catesby has always written the 
copy himself, and though ad- 
mitting that he is not an effective 
salesman personally, has _ the 
capacity to put good selling talk 
on paper. Each ad was keyed, 
and according to its actual sales 
showing was reprinted in provin- 
cial papers. 

An interesting side of this 
business is its credit feature. A 
large proportion of the sales— 
carpets, linoleum, house furnish- 
ings, clothing, etc.—are made on 
installments. The installment 
business in England is not a par- 
ticularly savory one. In many 


cases there is reason to believe 
that the furniture and 


clothing 
installment — concern operates 
much like the small loan shark 
in the United States. It was 
freely predicted that a combina- 
tion of mail-order and honest 
installment sales would meet with 
failure—that collections would 
be slow and defaults so large as 
to wipe out profits. These pre- 
dictions, happily, have not been 
borne out in experience. Losses 
are below five per cent. No 
credit examination is made where 
unknown parties reply to adver- 
tisements and buy on_ install- 
ments, but a small deposit is 
asked, and credit extended chief- 
ly on the appearance of the pur- 
chaser’s letter. If it “looks 
good,” the order is shipped. Ex- 
perience has pointed out certain 
districts of England where risks 
are likely to be uniformly bad, 
and the same is true also of cer- 
tain occupations. Credit losses 
rose suddenly during the Boer 
war, and ran to more than 
$50,000. But this was due to 
family changes incident to 
soldiers going to the front, which 
made it impossible for perfectly 
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honest customers to pay their 
debts. 

The’ effect of a_ thorough. 
going Yankee selling plan in 
British trade has been pretty con- 
vincingly shown by one of the 
London agencies the past two 
years. The Yankee selling plan 
goes in England when it is 
managed properly—goes through 
the staid British “trade” like a 
buzz-saw. 

The man who has done most to 
transplant it is J. Murray Alli- 
son, an Australian who landed in 
London by way of the United 
States a few years ago, and for 
six months offered his services 
to the established. advertising 
agencies without success. All 
Mr. Allison wanted was a job. 
But he didn’t get it. He had 
ideas about advertising and sell- 
ing that are strikingly like those 
of the energetic Mr. Laskar, of 
Lord & Thomas. The established 
London agencies wanted none of 
them, however, and it was not 
until Mr, Allison ran across the 
Spottiswoodes and __ persuaded 
them to add an advertising annex 
to their printing business that he 
began to blossom out. The name 
“Spottiswoode” is mighty in Eng- 
land, for this concern does the 
King’s printing. The new agen- 
cy, therefore, got a_ hearing 
from the start, and has since 
grown steadily. The Spottiswoode 
interests have since withdrawn, 
and another agency merged with 
the original one, so that the com- 
pany to-day bears the title of 
Spottiswoode, Dixon & Hunting, 
Ltd. Mr. Allison is general 
manager, and his methods of at- 
tack seem to be something as 
new in England as they are effec- 
tive. 

The account of a perfumer was 
taken, for instance, and an _ at- 
tractive trademarked scent select- 
ed for exploitation. First the 
agency placed these goods with 
the 300 Boots’ chemist shops 
throughout the Kingdom, on the 
promise that a widely-advertised 
campaign was to be conducted. 
Then another chain of 200 mul- 
tiple shops was secured, and on 
top of these many independent 
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druggists stocked up with the 
stuff, all on a promise of adver- 
tising. Weeks went by after that, 
and not a line of advertising ap- 
peared for this perfume. The 
chemists began to be anxious. 
Still not a line of publicity. Then 
the chemists concluded that, in 
the Yankee phrase, they had been 
“stung,” and put the goods out 
of sight, to be kept as a private 
object-lesson against trusting in 
plausible talk from salesmen. And 
then, when every retailer had 
got to this point, and hope had 
fled, the advertising began, as 
promised. Not a single dealer, 
but hurried those goods into his 
window to clear them off before 
the advertising stopped—and that 
was what was wanted. No other 
method would have secured as 
fine a showing for them. 

Another of Mr, Allison’s cam- 
paigns was that for a special 
brand of whole wheat flour made 
by the Spillers & Bakers, Ltd., 
Cardiff. This flour is produced 
by a proprietary process, and to 
get the best results must be 
baked into bread by _profes- 
in a special oven. 
So, to advertise the flour it 
was necessary to create a 
new kind of bread, which was 
named “Turog,” and originate a 
selling plan to operate on con- 
sumers and lead them to demand 
Turog bread of their local bakers, 
so that the flour might be sold 
to the latter—certainly a compli- 
cated proposition. There was 
already a competitor in the field, 
too, making brown bread, whose 
method of operating was to con- 
tract first with a baker, paint and 
decorate his premises, carts, etc., 
and use him as a medium for ex- 
ploiting himself. In the course 
of years this competitor had built 
up a business so large that no- 
body had ever been able to get a 
foothold in the same field. 

The plan followed with Turog 
was that of offering a free sample 
loaf through advertising in news- 
Papers and magazines, the in- 
quirer writing in to the manu- 
facturers, mentioning his local 
baker. No billboard advertising 
was used. As soon as inquiries 


sional bakers, 


began to come in, a double fol- 
low-up system was set to work, 
one half operating on the in- 
quirer and the other half on his 
baker. The process of baking 
Turog involves the use of an 
oven kept at a given temperature 
different from that at which other 
bread is baked. That made 
trouble for the baker. But when 
the latter’s name was received 
from an inquirer the manufac- 
turers sent him a letter, stating 
that such-and-such a person in 
his town wanted this new bread, 
and asking him to supply the de- 
mand. A sample loaf, baked at 
the mills, was sent him, together 
with a seven-pound bag of the 
flour and full directions for bak- 
ing. Molds were sent too, so 
that the bread when baked bore 
the name “Turog.” The follow- 
up letter to the inquirer assured 
him that the bread would be sup- 
plied through this baker, but also 
stated that perhaps some delay 
might be experienced, and asked 
the inquirer to be patient. 

If the baker did not order more 
flour within a week another letter 
was sent him, with» a_ second 
sample loaf. A_ second letter 
went to the inquirer, too, and 
this was kept up four weeks on 
both. Meanwhile the manufac- 
turers’ salesmen had names of 
bakers and inquirers, and called 
on the former with the latters’ 
letters as an exhibit showing that 
the advertising was creating de- 
mand. 

The advertising was good edu- 
cational copy explaining the vir- 
tues of brown bread as opposed 
to white, and by keeping the in- 
quirers alive, and leading them 
to insist again and again, a lev- 
erage was soon brought to bear 
on the baker. When fifteen or 
twenty customers were asking for 
“Turog.” he began to bake it. 
The offer of a free sample loaf 
through one’s own baker natural- 
ly brought plenty of inquiries to 
work with, so that extensive lists 
could be made up for each town. 
Sometimes, in a refractory cen- 
ter, all the inquiries would be 
handed over to a single baker, 
irrespective of whether all were 





to 


his own customers, and this— 
done only in extreme cases—soon 
got “Turog” going there, and 
other bakers were glad to follow 
when they saw that demand was 
to continue, 

Still another interesting selling 
plan was that for “Red Ring” 
claret. Let Mr. Allison tell it in 
his own words: 

“Bordeaux, in France, is the 
great wine-producing district of 
the world. The wines that come 
from Bordeaux are_ generally 
called ‘claret,’ which is the French 
for clear. But for a number of 
years past, all the red _ wines, 
whether they come from France, 
Germany, Algeria, Australia, Cal- 
ifornia or even the East End of 
London, have been called ‘claret’ 
because there has been no definite 
right to the termg‘claret.’ The 
market has been glutted with 
these so-called clarets with the 
result that old wine-drinkers, who 
appreciated good wine, have dis- 
continued their patronage of all 
clarets because of the inferior 


quality of the cheap wines which 
have been, foisted on the market. 


“The problem we had to solve 
was how to rebuild the trade in 
fine. clarets. Another ~ difficulty 
we had to face was the fact that 
the ‘Gironde’ around Bordeaux 
were split up into a number of 
sections, and these sections were 
again split up into chateaux, all 
of which have a different name. 
One year the wines from one 
chateau might be excellent, and 
the next year very bad indeed, 
but the growers still used the 
chauteaux names to describe the 
wines whether they were good or 
bad. Of course a connoisseur of 
wines could tell the quality of 
fine claret because he would be 
able to remember the years which 
gave good vintages and the years 
which gave bad vintages. but it 
could not be held that the gen- 
eral public would have | this 
knowledge to go on. As a mat- 
ter of fact the general public 
know nothing whatever about the 
chateaux names except that they 
sound well, and still less about 
the quality of the different vin- 
tages. ; 
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“It will be seen, therefore, that 
when a good-will has been’ built 
up by certain chateaux, such.as 
Chateau Lafite, Chateau Margaux, 
Chateau Larone, it would not 
form an asset, for quite apart 
from the disadvantages already 
stated, these names were open to 
any person or any wine merchant 
in any part of the world to use 
as a label. Shippers of wines 
generally maintain an_ establish- 
ment in London and _ Bordeaux, 
and buy the wines direct from the 
grower in the first or second 
year, depending on their judg- 
ment as to what extent it would 
mature during a period of eight 
or ten years. 

“The solving of this trade 
problem was left to the shippers, 
of whom Cunliffe, Dobson & Co., 
were the main sufferers. It was 
decided that the chateaux names 
should be dispensed with alto- 
gether, as also the years of vin- 
tages, and to issue the wines un- 
der a coined name or a _trade- 
mark. We, therefore, originated 
the name of ‘Red Ring: Bor. 
deaux,’ using the word ‘Bordeaux’ 
instead of ‘claret,’ because it was 
less likely that imitators would 
steal the actual name of the dis- 
trict, whereas all were using the} 
word ‘claret.’ The house of Cun- 
liffe, Dobson & Co.,. has been es- 
tablished over one hundred years, 
and we considered that a guaran- 
tee from them that ‘Red Ring 
Bordeaux, was the product of the 
Bordeaux district alone, was 
sufficiently strong to gain the 
confidence of the public, so that 
the advertising was practically an 
expression of this guarantee. The 
main trouble that we were con- 
fronted with when staring the} 
advertising was the absolute an-} 
tagonism of the wine. merchant, 
who had been used to buying 
claret in bulk and bottling it him- 
self, putting his own label on it. | 
This antagonism to the branded 
article was so intense that the} 
wine merchants’ associations inj 
the North of England and: other 
parts, passed resolutions ::binding# 
themselves not,‘ to. stock ..‘Red} 
Ring Bordeaux’ or.|-any ~ other j 
product of the firms who were 
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marketing it. This was a very 
grave situation, and we tackled 
it as follows: 

“To insure distribution before 
we started advertising, we sent 
circulars to the whole of the wine 
and spirit classification, including 
the grocers. The object of offer- 
ing to licensed grocers was, that 
we were determined to have some 
source of supply established, and 
we thought if the grocers started 
stocking, the wine merchant 
would be forced to follow suit, 
otherwise he would lose some of 
his trade. 

“Next we used the London 
Daily Mail as an extra strong 
lever on the trade, purchasing the 
whole of the front page. This 
paper has a circulation of one 
million and therefore can be used 
as an excellent lever on the trade 
under certain circumstances. We 
set up one full page ad for this 
paper, leaving one-third blank to 
carry the names and addresses of 
those wine merchants who would 
stock the wine. This page was 


sent in proof to the whole of the 
wine and spirit classification, and 


the wine merchants were told 
that they could qualify for their 
names being in this page, by 
stocking twelve dozen of the 
wine. The result of this move 
was that some 259 wine mer- 
chants immediately stocked the 
wine, thus giving us a basis for 
beginning to supply the public. 
After that we offered free sam- 
ples of either one or two, or even 
three different grades of the 
goods themselves direct to con- 
sumers by newspaper advertising, 
and followed up with a double 
system as was done with ‘Turog’ 
bread.” 

A metal polish now being ad- 
vertised through this agency has 
been given, as a trademark, the 
British fireman’s helmet—which 
is made of brass, and always 
polished, and is the _ brightest 
thing in the Kingdom. News- 
paper advertising creates de- 
mands for small samples, and 
these are furnished to retailers 
only on condition that they stock 
a case of full-size goods. It is 
interesting to remember that all 


these selling plans whereby sam- 
ples are distributed have to be 
worked through retailers in Eng- 
land, because, while in this coun- 
try samples sent as merchandise 
may be mailed for one cent an 
ounce, in Great Britain’s inland 
parcels post the minimum rate 
charged is on a pound, six cents, 
which makes sampling by mail 
very costly in most cases. 

Last spring London had its first 
Business Show, organized on 
American lines by promoters who 
went to Mr. Allison for help in 
advertising it. This agency got 
up a poster with an_ especially 
rugged, business-like portrait of 
J. Pierpont Morgan to typify the 
spirit of business. The poster 
was no sooner on the boards, of 
course, than correspondents be- 
gan to deluge the London papers 
with protests—a pleasing habit 
they have over there. They didn’t 
like the extremely material aspect 
of Mr. Morgan on that poster, 
and didn’t like the idea of select- 
ing an American to typify British 
business anyway. Why _ hadn't 
some typical British business man 
been selected? The promoters 
began to be a little uneasy over 
all this fuss kicked up by their 
poster. But the upshot was 
plenty of free advertising for the 
Business Show, 

This sort of advertising and 
selling seems to be quite new in 
England, and watching it work 
out upon a straightforward peo- 
ple is assuredly good fun. John 
Bull can depend upon it, though, 
that he has begun a new era, and 
that this sort of thing will be 
quite common in his trade the 
next five years. For the British 
consumer responds, and the Yan- 
kee method succeeds, and the ad- 
vertiser makes money at it. No 
other justification seems to be 
needed ,even in England. For 
it’s good business, and square 
business, and new business, and 
plenty of it, 

Jas. H. Co.tins. 
Ho 

Tue Chicago jobbers don’t want the 

parcels post, but several million other 


people scattered over the country do 
want it.—White’s Class Advertising. 
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SELLING MILITARY GOODS 
AND WAR MATERIAL, 
A BUSINESS THAT BOOMS IN TIMES 
OF PEACE—SUCCESS ACHIEVED BY 
ADVERTISING — BUSINESS COM- 

BINED WITH PUBLIC SPIRIT. 


Broadway has many show 
places and show windows where 
crowds congregate to slake their 
thirst for information. One of 
these is number 501, near Broome 
street, and the window there is 
never without interested exam- 
iners, attracted by a deep human 
interest in the exhibit displayed. 
The window is that of Francis 
Bannerman, who makes this place 
his headquarters for his military 
goods business. Every business 
hour of the day the window is 
obscured by sometimes four or 
five deep—every day except Sun- 
days and holidays. A man asked 
Mr. Bannerman recently if his 
curtain would be up on Thanks- 
giving, as he would have a friend 
visiting him he wished to show 
the window to. This proves the 
interest the 
place has. The building, old 
fashioned now, formerly belonged 
to the American Museum of Art, 
and Mr. J. P. Morgan and the 
other trustees sold it to Mr. 
Bannerman at a lower figure than 
they could have obtained in the 
market, solely on account of the 
public spirit displayed in main- 
taining right in the heart of the 
city a museum of relics which 
rivals the exhibit in the Tower of 
London. For here is a real 
museum of  antiquated-looking 
engines and other things of war, 
that, while useless to-day, are of 
priceless historical value. The 
intention is to make this place the 
equivalent to Americans of the 
Tower of London, and the most 
complete exhibit in the world. 

Mr. Bannerman is a thorough 
believer in liberal and extensive 
advertising. In a recent inter- 
view he told, in comical terms. 
how the advertising men had been 
jollying him for removing his ad- 
vertising from the regular maga- 
zines, during the holiday months. 
He said his experience was that 


widely distributed 


during the holiday months it was 
better for him to use the farm 
papers throughout the country, 
The farmers were readers at this 
season, had the money, and were 
greatly interested in his goods. 
He said he got the best results 
from the Farm Journal of Phila- 
delphia, and the New England 
Farmer, while the Rural New 
Yorker, Farmers Review, and 
other agricultural journals of 
high class were excellent. To 
prove this he showed figures in 
regard to the sale of his cata- 
logue, which is really a history 
of war material and exhaustive. 
ly illustrated, extending to about 
four hundred large pages. He 
advertised this for fifteen cents 
and got over seven hundred re- 
plies, which realized one hundred 
and seven dollars in cash—while 
those who did not send in the 
cash got a circular. This is for 
December alone, The Bannerman 
ad is one of the little classics of 
advertising. It is an inch deep, 
its eye-catching device being the 
figure of the Highland kilted scot, 
“blowing his own horn,” as the 
man it stands for says. 

He finds, that with the general 
public, these piping times of 
peace are good for his business; 
and just now, with the excite- 
ment over the Pacific voyage of 
our fleet, great interest is taken 
in his naval department. 

This business was_ established 
after the close of the war; and 
the founder comes naturally by 
his instinct for dealing in war 
material, being a lineal descend- 
ant of the original Banner Man 
of the clan Macdonald, who 
escaped the wholesale massacre 
of Glencoe. 

Now, what is it that attracts 
the crowd to his windows? It 
is a display of firearms showing 
the complete evolution of the gun 
from its earliest form to the pres- 
ent automatic perfection. There 


are eleven in the series, and they | 
make an exhibit that stays the | 
passage of the pedestrians; and | 


as an advertising device is of the 
first class. “Bannerman’s’” has 
thus become known to visitors, 
and merchants from far away 
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places come to the store and 
watch the crowds, with the result 
that they consult Mr. Bannerman 
as to making similar displays in 
their stores. Many of these mer- 
chants are enthusiastic over the 
displays they have made. De- 
partment stores also advise with 
Mr. Bannerman, and he is able 
to suggest many effects that lend 
attraction to the windows “out- 
side’ as well as the walls inside. 
One country storekeeper, who 
bought in the last six months up- 
wards of four hundred guns, said 
they had drawn to his store 
many new customers. Nearly 
every one is interested in war 
goods, and especially so if they 
can be bought at _ reasonable 
prices; and such a display in a 
local store is a continual “heart 
throb.” 

The year 1908 will be memor- 
able with dealers in military 
goods, for the Secretary of War 
has issued orders to dispose of 
all the obsolete guns and military 
supplies, and Mr. Bannerman will 
likely be the most extensive pur- 
chaser. Uncle Sam _ demands 
cash in advance for all purchases 
and Mr. Bannerman, in turn, 
exacts the same terms—and he 
has no trouble in doing business 
even with private individuals on 
this basis. His big business, of 
course, is done with governments, 
some of which have commission- 
ed him to convert peaceful vessels 
into fully equipped warships, at 
short notice. As he is not bothered 
with red tape he can fill any con- 
tract of the kind promptly. In 
his castellated repository on Goat 
Island, facing Storm King, in the 
Hudson—which island he owns--- 
he has all sorts of war material 
stored “for emergencies,” and his 
store in Brooklyn is also “load- 
ed.” His results as secured by 
advertising are of interest, taking 
into account the peculiar nature 
of his business, which is an ex- 
clusive one, and one that needs 
the sinking of immense sums of 
money. But that he has_ pros- 
pered is evident, the result being 
achieved by strict business — prin- 
ciples, in reaching, and dealing 
with his customers, 
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DYSPEPTIC LIARS. 


WasuinctTon, D. C., Dec. 31, ’o7, 
Editor of Printers’ INK: 

The following clipping from the 
Washington Post probably explains the 
peculiar circulation claims made by 
some publishers. Would it not be a 
good idea for publishers of newspaper 
directories to send out every year a 
cure for dyspepsia to be taken by pub- 
lishers_ before stating the circulation 
of their various publications? 


Rr J. B 


London, Dec. 28.—At last the habit- 
ual liar has his scientific justification. 
The Medical Journal excuses mendacity 
by asserting that it is produced by 
certain forms of indigestion. 

Thus children who spontaneously fib 
are unconsciously suffering from acute 
dyspepsia, and older people who mis- 
state facts need only change their diet 
to become veracious. 











When the newspaper that 


° ° 
Tells Its Circulation 
Every Day 
makes the statement that it has the great- 
est circulation of any two-cent morning or 
evening newspaper, such a claim can more 
easily be verified than that of a paper 
whose circulation is an unknown quantity. 

During the past year no other Chicago 
newspaper has sande such continuous cir- 
culation gains as has Tue ReEcorp- 

ERALD. ‘ 

Tue Recorp-HERALp is now delivered 
in more homes than any other two-cent 
English newspaper in the United States. 


Circulation for November 1907 


Daily _ Sunday 
Exceeding Exceeding 


154,000 223,000 


GAIN OVER 1906 


Daily Sunday 
Exceeding £ 000 


THE CHICAGO 
RECORD-HERALD 











German Families are Large 


and large families are large consumers. 


Think what a quantity of goods the 140,000 
or more German Families consume that you 
reach by advertising with us. late. 35ce. 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 
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JOKER COPY. 


Has the Proprietary remedy- 
prescription “game” come to stay? 
Or is it merely a fly-by-night 
wheel in the pyrotechnics of sen- 
sational advertising? No prophet 
this side of the future can vouch- 
safe a convincing answer. 

The pioneers in this newer 
form of medicine advertising 
built better than they knew, The 
public, always the unknown quan- 
tity, in advertising, was so com- 
pletely swayed by this impersonal 
commonplace style, the simple in- 
genuous way of relating what 
might happen, this indifferent, 
uninteresting mode of bringing a 
something to one’s attention, that 
it proved effective, compelling and 
well-nigh irresistible. It was as 
far away from the thunder and 
lightning of heavy display as it 
was possible to get. It was so 
unlike the ‘“God-bless-you” style 
of the testimonial copy that even 
discerning readers and keen drug- 
gists were enmeshed. 

The idea of using the pre- 
scription form in advertising 
copy is said to date back several 
decades, and had been surrepti- 
tiously and clandestinely used by 
a number of advertisers in mail- 
order journals long before they 
were called “rural magazines.” 
But no one had dared to come 
out into the open, right into the 
focus of the limelight, and star 
the little joker, until Dr. Leach 
of Cincinnati ran out the Virgin 
Oil of Pine copy. The attempt 
was somewhat puerile but it was 
the straw in the wind, and imme- 
diately a past master in the medi- 
cine business saw the amazing 
pulling-power of the idea, and 
blazed the trail of Leach. E. L. 
(Jim) Pape was so successful in 
disarming suspicion with his 
Kargon joker that a large num- 
ber of druggists believed, for 
many months after the advertis- 
ing was running, that Kargon was 
actually a newly discovered chem- 
ical-drug compound. The dress 
of the Kargon copy down to the 
smallest detail of border aided in 
keeping up this simulation. E. 
R. Blaine, the head and front of 
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the Blaine-Thompson agency of 
Cincinnati, contributed in no small 
degree to the further development 
of proprietary prescription adver- 
tising, and is to-day considered 
one of the authorities in this 
special field. No sooner had 
Kargon turned the corner with.a 
whirlwind stride, selling like the 
proverbial “hot-cakes” than ev- 
erywhere arose imitators and 
copyists. The incentive was so 
strong that some did not hesitate 
to use a six-letter name beginning 
with an upper case K, in which 
four of the letters were identical 
with four found in Kargon. But, 
one by one, the trailers have fall- 
en by the wayside, and Kargon is 
still selling, so they say, like the 
proverbial “hot-cakes.” At one 
time a Pittsburg paper was carry- 
ing nine different prescription 
remedies and not one of them 
was more than two months old. 
A majority of them may have 
since died and only a few lusty 
ones are left of which this tale 
will tell. 

To show the limitless diversity 
of some of this new copy a few 
ads are here offered: 

FAT WOMAN TURNS SUMMER- 
SAULTS. 


Class of Ballet Girls 


thenics and Gymnastics. 


Teaches Calis- 


The celebrated Helen Burnside tells 
a story to the society reporter of a 
leading New York evening paper in 
this way: “Several months ago I was 
promenading the Rialto when I met an 
old college chum. She was rather 
astounded at my sporting so much jolly 
fat and asked me what I was doing. 
As a matter of fact, I wasn’t doing 
anything just at that time but taking 
long, tiresome walks and doing without 
my breakfast and late suppers, drink- 
ing double skimmed milk, and taking 
a horrible patent medicine. My friend 
was rather interested in knowing more 
about the success that I was having 
with this strenuous ‘fat cure’ and was 
astonished to learn that I had only 
lost ten ounces in three weeks. 

“ ‘Girlie,’ said she, ‘you don’t need 
to suffer all these deprivations and do 
the hardest kind of work, which you 
really call ‘‘doing nothing.” Why not 
try my Marmola Prescription? I’m 
losing almost a pound a day and not 
losing any sleep over it, either; get my 
four squares and my bottle, and [ 
don’t pass anything in the way of eat- 
ing and drinking.’ ‘Marmola,’ said I; 
‘why, I never heard of it. What in 
the name of heaven is it?’ ‘Is it pos- 
sible, Helen,’ she replied, ‘that you 
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have been hiking around little old New 
York and don’t know what Marmola 
is? Why, it’s the sensation of the 
day. It’s just an ordinary doctor’s 
prescription, but extraordinary in_ its 
results. take a teaspoonful after 
every meal and one before retiring and 
just keep along my leisurely pace, let 
ting Marmola keep me down in weight.’ 

“Now,” said Helen, “I took the girl’s 
advice and in consequence I got down 
from 176 to 140 inside of a month. 
I’m teaching dancing to a bevy of 
prospective Casino girls, all of whom 
are taking Marmola,”’ 

The Marmola prescription 
Half ounce Marmola, one-half ounce 
Fluid Extract Cascara Aromatic, and 
three and = one-half ounces’ Syrup 
Simplex. 

In these days, when there is so 
much substitution going on, it is as 
well to see that you get Marmola in 
the original package, and then you 
have ample guarantee that for sheer 
merit of goodness there is nothing to 
equal it. Don’t confound the Marmola 
prescription with anything for which 
similar claims are put forth. It is in 
no sense a patent medicine. It is a 
doctor’s prescription. 


PRESCRIPTION TO CLEAN 
BLOOD. 


reads: 





THE 
Anyone can easily mix the following 
prescription at home, which is said to 
be splendid because of its peculiar ac- 
tion upon the kidneys, which are made 
to properly filter and strain from the 
blood the impurities and poisons, 

Get the ingredients, which are all 
of vegetable extraction and _ harmless, 
from any good pharmacy and mix them 
by shaking well in a bottle: Fluid Ex- 
tract Dandelion, one-half ounce; Com- 
pound Kargon, one ounce; Compound 
Syrup Sarsaparilla, three ounces, 

Take in tcaspoonful doses after each 
meal and at bed-time. Drink plenty of 
good water, too. 

Those who require a good blood 
cleanser and system tonic, whose kid- 
neys are weak and clogged up, should 
prepare this mixture and take as di- 
rected for a few days and note results, 


Within the next sixty days 
there will appear at least a half- 
dozen new prescription proprie- 
taries, some of which will start 
off, baeked by appropriations of 
fifty thousand dollars—rather less 
than more. The success or fail- 
ure of these newer and more per- 
fectly developed propositions will 
do much towards determining 
whether the joker game has come 
to stay. 

The dealer does not seem to be 
much concerned about the ques- 
tion, and the advertiser in turn 
does not seem to regard the deal- 
er in any light except as an 
“enemy to mankind,” so that the 
Proposition narrows itself down 





15 


to the question of how the public 
will eventually and ultimately re- 
ceive this finely veiled joker copy 
running under the guise of ad- 
vertising. 

One of the largest western 
jobbers, who is in a position to 
know, believes that the present 
hit made by proprietary prescrip- 
tion remedies will act as a leaven 
in revolutionizing the medicine 
business. He also says that the 
newer remedies approach nearer 
to ethical lines and that proprie- 
tors are sure to improve in time 
their methods, and that never be- 
fore in the history of the trade 
have remedies possessed so much 
intrinsic merit as now. 


Knocktnea of one’s competitors’ goods 
is another way of undermining confi- 
dence. When a salesman or ad solicit- 
or puts a false construction on the 
facts of his competitor’s product, he is 
knocking just the same as though he 
were lying.—Selling Magazine. 

—___+o+___—_. 





| TIFFANY STVDIOS 
- MADISON AVENVE6 
FORTY-FIFTH STREET 


MR. LOUIS C. TIFEANY'S.AC 
HIEVEMENTS IN STAINED 
GLASS ‘WINDOWS ARE WE 
LL KNOWN. NO LESS CA 
RE IS BESTOWED UPON T 
“HE LAMPS, CANDLESTICKS, 
DESK ‘SETS AND EVERY. O 
THER: ARTICLE ON VIEW 
AT THE STUDIOS, EACH A. 
ND ALL OF WHICH ARE S 
TAMPED WITH THE NAM: 
E. “TIFFANY STUDIOS.” 











A SAMPLE OF A SERIES OF MOSAICS NOW 
APPEARING IN NEW YORK PAPERS. 
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"% Roll of Honor 





No amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


from publisners who, accord- 





Advertisements under this 


are 


p Pp 
ing to tne 1907 issue of Rowell’s American Newspaper Directory, have submittea for 
that edition of the Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 197 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of tweive months prior to the date of making the statement, sucn state- 
ment being available for use in the 19Cé issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL or Honor of the last named cnaracter are marked With an (2 ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Stur. 


ALABAMA. 
Pita am, Ledger, dy. Average for 1906, 
22,4 gh ad vertising medium in Alabama. 


tgomery. Journal, dy. Aver. 1906, 9,844, 
me Shorncon ome newspaper of its city. 


ARIZONA. 


Phoenix. kepublican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily «veraye 19, 4,228. 


CALIFORNIA. 
Oakland, Enquirer. Average first 10 days 
December, 1907, 48,787. 


COLORADO. 


Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantadin the Post. Cir.dy. 59,674, Sy. 84,411. 
63” The absolute correctness of the latest 

circulation rating accoraed 

the Denver Post is guaran- 
,teed by the publishers of 

Rowelil’s American News- 

paper Directory, who will 

pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
sa piigevert, Evening Post. Sworn dy. Oct., 


UA 
 / 
TEED 


_gethgnyert- Reseinn: Tekegpen. daily 
Average for Oct. 1907, sworn 11,91 
You can cover Bridgeport by using 
Telegram only. Kate, ic. per line, flat. 


Meriden. Journal, evening. Actual rat 
Sor 1906, : 7.530. First jour months 1907, 7.33 


Meriden. Morning Record and Republican. 
Daily average for 195, 7,57; 1906, 7.672. 


New Haven, Evening Register,cy. Annual 
aworn aver. for 196,14.681; Sunday, 11,662. 


New Haven, Palladinm. dy. Arer./905, %,6863 
1906,9,549. EH. Katz, Special Agent, N. ¥. 


New Haven, Union. Average /906,16,481, 
First 9 mos., ’07,16,521, EH. Katz, Sp. Agt., N. ¥. 


ev’g. Aver. 1906, 6,104; 
8. Rates obtainea direct. 


New London, Day. 
aver. for Sept., 6,7 





Norwalk, tveniny Hour. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. 
1905, 5,920; 1906, 6,559; 


— Jor 
June, 1907, 7,2 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (©). 


FLORIDA 
Jacksonville, Metropotis, dy. Av. 1906, 9,482, 
ist 6 mos. 1907, 10,692, E. Katz, Sp. Agt., N.Y. 


GEORGIA. 


Atiante, Journal, dy. Av, 1906, 50,857. Sun- 
day St +988. Semi-weekly 74,916. The Jour- 
nal covers Vixie like the dew. 


IDAHO. 


Boise, Evening Capital News, fy Aver, 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS 


Aurora. Daily Beacon. Daily average for 
1905, 4,950; 196, 6,454. 

Cairo, Citizen. Daily average ist 6 months, 
1907, 1,8 

Chicago, The American Journal of Clinical 
Medicine, mo. ($1.50), the open aoor to the Ameri- 
can Doctor, and through him to the Arerican 
Public. Guar. 40,000 cir. ; investi’d by A. A. A. 

Chicage, Breeder’s Gazette. weekly.: $2 
virculation for year 1906. — 
ended Sept. 26, 4207, 78,9 


Aver 
‘or 39 weeks 


Chicago, Commercial Telegraphers’ souseat, 
monthly. Actuul aver age. for 1906, 10,0 

Chieago, Dental Review, month)r. Actual 
average for 196, 4. Oo | for 1907, 4,018. 


Cc hicago, Examiner. yume 
Jor 19 
“649. 846 Sunday, 
175,000 Daily. 
Guarantees larger circulation in 
city of Chicazo than any two 
other morning papers combined. 
Has certificate from Asscciation 
of American Advertisers. 
Circulation for | Sunday, 
February. 1907: § Daily 
_ Absolute correctness of intest sacetipe rat: 
ing accorded the Chicago Examiner is guaran- 
teed by the publishers of Kowell’s Newspaper 
ry 


Tit. 681. 


92 271. 


Chicago, Farm Loans and City Bonds. 
ing investment paper of the United States. 


Lead- 


Chiengo, Journal Amer. Med. Ass’n. weekly. 
Average siz mos., Jan. to July, 1907, 51.210. 
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Chicago, Record-Herald. Average 1906, daily 

141,748; gundas StF 611, Average July, 1907, 
exceeding daily 1 2,420; Sunday 220,181, 

gar The absolute correctness of the latest 

circulationrating accorded 

the Chicago Record-Herald 

Aulat- is guaranteed by the pub- 

; a. lishers of Rowell’s American 

EE Newspaper Directory, who 

will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circuiation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘ihe 
TRIBUNE is the only Chicago newspuper receiv- 
ing (OO). 

Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peoria, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 
Evaneville. Journal-News. Ar. for 1906, 16,- 
899. Sundays over 18.000. Z. Katz, 8. A.,N.Y. 


Indinnapolia, Up-to-Date Farming. 1906 av., 
174,534. Now 200,000 twice a mo.,, 75c. a line. 
‘Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906. 24.612. 

Princeton, Clarion-News, daily and weekly. 
Daily average 1906, 1,501; weekly, 2,548, 


Richmond, The Evening Item, daily. Sworn 
average net paid circulation for nine montis 
ending Sept. 30, 1907, 514 circulation_of 
over 5.000 guaranteed in all 1907 contracts, The 
Item goes into 80 per cent of the Richmond 
homes. No street sales, Uses no premiums, 

b#” The absolute correctness of thelatest 

circulation rating accorded 

the Richmond Item is guar 

anteed by the publishers of 

Rowell’s American Newse 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 


Seuth Bend. Tribune. Sworn daily arerage. 
Oct., 1907, 9,255. Absolutely best in South Bend 


INDIAN TERRITORY 


Ardmore. Ardmoreite, daily. Average for 


1906, 2, 4bide 
IOWA 
Burlington, Hawk-Eye, daily. Arer, 1906, 
8.764. “Al paid in advance.” 
Davenport, Times. Daily aver. Nov., 18,814. 
Circulation in City or total guaranteed greater 
than any other paper or no pay Sor space. 


Des Moines. Capital, daily. Lafayette Young, 
publisner, Sworn average circulation for 1906. 
41.751. Circuiation, City and State, largest 
tm Iowa. More advertisiny of all kinds in 1906 
in 342¢ssues than any competitur in 366 issues. 
Rate 70 cents per inch, flat. 


Des Motinea. Kegister and Leader—daily and 
Sunday —carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Aver, circulation :st 6 mos. ’07, 80,198. 


Desa Moines. Towa State Register and Farmer, 
w’y. Aver, number copies printed, 196, 32,125. 


Sioux City, Tribune. Evening. Net sworn dy. 
aver. (returns deducted) ist 6 mos. 1907, $1,122. 
For November 1907, 88,285. Only Guarantee 
Star paper in lowa. 


KANSAS. 
Hutchinaon. News. Daily 1906, 4.260. Nov. 
197, 5,100, EH. Katz, Special Agent, N. Y. 





Lawrence. World, evening and weekly. 
Copies printed, 1906,daily, 8,778; weekly, 8,084, 


Pittebu Headlight, dy. and . Average 
ist 6 mos. 190, daily 6882; weekly 6104. ” 


KENTUCKY. 


Lexington, Leader. Av. ’06, evg. 5,157. Sun. 
6,798; st 5 mos., 07, 5,418, Sy, 6,867, E.Katz. 


MAINE, 


Auguata. Comfort,mo. W. A. Gannett, pub. 
Actual average Jor 1906, 1.271.952, 


Augusta, Maine Farmer, w’kly. Guaranteed, 
14,000, kates low; recognized farmers’ medium. 


Bangor. Commercial. Average for 496, daily 
9.695; weekly 28,5758. 


Madison, Bulletin, wy. Cire., 1906,1,581. Now 
over 1,600, Only paper in Western >omerset Co, 


Phillips. Maine Woods and Woodsman,week!y, 
J. W. Brackett Co, Average Jor 196, 8.077%. 


Portland. Evening Express, Arerage for 19v6, 
daily 12 S06. Sunduy Telegram, 8,041, 


MARYLAND. 


Baltimore, American, dy. av. /st 6 mos. 07, 
77,052; Sun., 90,827. No return privilege. 


._ Baltimore, News, daily. Evening News Pub- 
lishing Company. Average 1906, 69,814. For 

ovember, 1907, 77,207. 

The absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
PuDlishers of Rowell’s American 
Newspaper Directory, who will 

y one hundred dollars to the 

: Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (©@). Boston's 
tea table puper’. Largest amount of week day adv. 


Boston, Globe. Average 196, daily, 182,986. 
Sunday 295.2832. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon ecitions for one price. 


RRR WK 


Holyoke, Transcript. dy. Av. 3 mos. ’07 7,842. 
Only Holyoke paper examined by A. A. A. 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; first half, 1907, av. 16,470. ‘Yhe 
Lynn family paper. Circulation unapproached 
in quantity or quality by any Lynn paper. 

Woburn. News, evening and weekly. Daily 
ar, net putd cir. March, 1,628. Wkly. 1.431. 


Worcester. Evening Gazette. Actual sworn 
average for the first six months of 1907, 15,222 
copies daily—nearly 40% increase over 1906. Larg- 
est eve. cire’n. Worcester's **Home” paper. ler- 
mission given A. A. A. to examine circulation. 


Worcester. L’Opinion Publique, daily (© ©). 
Paid average Jor 1906, 4,282. 


MICHIGAN. 


Bey City, Times, evening. Av. for ¢ mos. 
to July /, 1907, 11,002 copies, daily, guaranteed. 
Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
Nov. daily average, 8,794, 





PRINTERS’ INK. 


Zockeen, Patriot. Average Oct,,1907, 
8,498;. ~—_ , 9,569, Greatest net cir- 
culation. A A.A, Sworn state- 


ments ae Examination welcomed. 


Saginaw, Courier-Herald. daily, Sunday. 
Average 496, 14,897; November, 1/907, 14,658. 


Saginaw, Evening News, daily. Average for 
1906, 19,964; November, 1907, 20,487. 


MINNESOTA. 


Minneapolis. Farmers’ Tmbune, poy areek. 
W. J. Murphy, pub. Aver. Jor 1906, 37,8 


Minneapolia, Journa!. Daily 


and Sunday ‘© n 1906 aver- 
ail 

Nov., , 78,5 Avera age 
day circulation for Nov 107, 
74,180. absolute accuracy 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
on at 2 to reach the great 
¥ of P purchasers throughout 
the Northwest and goes into more 
homes than any paper in its field. 


It brings results. 


Minneapolis, Svenska Amerikanska l’osten. 
Swan J. Turnblad, pub. 1906, 52.010. 


Minneapolis. Farm Stock, and Pome. semi- 
Monthly. Actual average 1905. LAGE S) aver 
aye for 1906, 100,266; for 17, 108.5) 

» abs lute accuracy of ‘Farm, 
Stocic «© Home's circulation rating 
is guaranteed by the American 
Newsvaper Dire . Circulation is 
practically confined to the farmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 
it to reach section most projitably. 


OCIRCULAT’N Minneapolis Tribune. W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe:, 
1906, was 81,272. The duily 
Tribune average per issue for 
the year ending Dece nber, 1906, 
was 108,164. 


by Am. New 
pauper wikue- 
tory. 


&t. Paul. PioneerPress. Net average circula- 

tion for January—laily 56,802. Sunday s2,- 
Sz. 

absolute accuracy of the 

Pioneer Press circulation state- 

ments is guaranteed by the Ameri- 

Ninety 


they want it, Ali matters pertain- 
tiny to circuiation are upen to investigation. 


Winona, Republican-Herald. Av. June, 4,616 
Best outside Twin Cities aud Duluch. 


MISSOURI. 


Joplin, Globe, daily Average 1906, 15,254, 
Nov. P07, 12,011. E. Katz, Special Agent, N. z. 


News and Press. Circulation 


St. Jonenh, ( 
Smith & Thompson, Eust, Reps. 


1906, $6,079. 


&t. Louisa. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Aver. 4/ mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 


MONTANA. 


Missoula, Missonlian. Every morning. Av- 
erage 12 months ending Dec. 8/, 1006, &,10 z. 


NEBRASKA. 
Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,559. 


Lineoln. Freie Presse, weekly. Actual average 
for 16, 142.989. 





NEW HAMPSHIRE. 
Manchester, Union. Av, 1906, 16,758, daily, 
N. H. Farmer and Weekly Union; 5,550, 


Nashua, Telegraph. The only daily in city 
Average 8 mos. ending Aug. 3/, 1907, 4,422, 


NEW JERSEY 


Aebury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 31, 1906, 9,020, 


Elizabeth, Journal. Av. 1904, 5,522; 1905, 
6,515; 1906, "2,847; Jirst 6 mos. 1907, 8,221, 


Jersey Clty. Evening Journal. Arerage for 
1906, 28.005. First six months 1907, 24,089. 


Newurk. Kve. News. Net dy. Sor 1966, 
68,022 copies ; net dy.av. for Nov., 1907, ‘69,485. 

Trenton, Evening Times. Ar. 1906, 18.287: 3 
mos, dy. av. Apr. sv, 07, 20.621; Apr., 20,682, 


NEW YORK. 
Albany. Evening Journal. Daily areraye for 
1906.16.261. Jt’s the leading puper. 
Batavia, Daily News. Average first 6 mos. 
1907, 7,494. F.R. Northrup, Special Kep., N. Y. 


Brookly + Printers’ Ink “ys 
THE StabaRD ‘inion now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449, 


Buffalo. Courier, morn, Av.196. Sunday , 44g 
168; daily, 58.631; Enquirer, even.. 32.683 


Kuffaio, Evening News. Daily averuye 1905, 
94.690; for 196, 94,748. 

Corning, Pay evening. Arerage 
6.288; 1905, 6 E95; 1906, 6,585; Feb, av., 6, sow’ 

Mount Vernon, Argus. evening. ee 
average for year ending Oct. 31, 1907, 4,408 

Newburgh. News. daily. Av. 06,5.477; 4.000 
more thau all other Newburgh papers combinea. 

New York City. 

Army & Navy Journal, Ust.1863. Actual weekly 
Gv. sor '06.9.706 (QO). 4 mos. tv Apr. v7, 9,949. 

Automobile, an Average for year ending 
Dec. 28, 1906, 15,212 

Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 6,488. 

Benziger’s Magazine, the wo only popular Catholic 


Family a published in the United States. 
Guaranteed cire’n, 75,000; 50c. per agate line. 


Clipper, weekly (Theatrical), Frank ’ a 
Pub, Co., Ltd. Aver. for 196, 26.61110@0 
El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 
a Traae Movtow, music trade and art week- 
Average Jor ,o.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
41907, 7.269. 


The People’s Home Journal. 
Good Literature, 45: 
culations 
scribers. 


The Tea and Coffee Trade Trade Journal 
circulation for year ing Dec. 1907, 
. 1907, issue, 10,500. 


The World. Actual aver. for 1906, Morn... 318.- 
664. Hvening. 89.057. Sunday, 442.228. 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.08%; 1906, 15,809. 


ia. daily. Herald «'o 


Syrueune. Evening tle 
pub. Aver. 196, daily 85.206. Sunday 40.064 


564,416 mo. 

ee monty. average cir- 

‘or 1907—all to pest -in-advance sub- 
. M. Lupton, publ publisher, Inc. 


Average 
8,801; 


Record, Average circulation 
1906, 18,801, Average November, 1907, 
20,865. only — in city which has 
permitted A. A, A, examinatioi. 


Troy, 








PRINTERS’ INK, 


Ttles. National Faeeweiens Contractor, mo, 


Average Jor 1906, 2.6 
Utien. Press. daily. Otto A. Meyer, publisher. 


Average for year ending Murch 31, 1907, 14.927. 


NORTH CAROLINA, 


Raleigh. Times. Sworn statement can be 
furnished showing ireulanoe of the — 
Evening Times, Raleigh, N. C.,has not been less 
than 5,000 since November, 1905. "The Times is 
North Carolina’s foremost afternoon paper, 


NORTH DAKOTA. 


Grand Forks Normanden. Av. yr. ’05,7,201. 
Aver, Jor year 1906, 3,180, 


OHIO. 


Akron, Times, daily. Actual average for 
year 1906, 8,9%% September, 1907, 9,778. 
Ashtabula, Amerikan Sanomat, 
Actual average Jor 1906. 10.690, 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily See % 1906, 72,2163 Sunday 88,869; 
Nov., 1907, @ 02 daily Sun Sun., 85,848. 


Coshocton, Age, », daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers 


hoeton, Times. dy. Net '06, 2.128; 6 mo. 
2.416. No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborers’ Journal). National cir, Av 
for year ending April 30, ’07, 14.811 co; o 
Critically read by 36, 500 members of THEI. 
GRAND LODGE, the fraternal. beneficiary ase 
of wage-workers. 5c. agate line, flat rate. 

Dayton, My rig First six months 1907, act- 
ual average. 2 

Springfield. aoe and Fireside. over 4% cen- 
tury leading Nat, agricult’! paper. Cir.445.000, 


Warren, Daily Chronicie. Actwil average 
Sor year ending December 3/, 1906, 2,684. 


Youngstown. Vindicator. D'y. av.'06. 18.740: 
Sy. 10,001; LaCoste & Muxwell, N.Y. & Chicago. 


a 


Muskogee, Times-Democrat 
514; First 6 mos. ’07, 6,649. E. rari y om ms 


Oklahoma City, Tne Okiahoman. 71906 a 
18,918; Nov. 1907) 21,881. H. Katz, Agent N.Y. 
OREGON. 


Mt. Angel. St, Joseph’s-Blatt. Weekly. Aver- 
age for September, 1907, 20,880, 


Portland, Journal, aay, Average 1906 
‘ov. 


25,578; for Nov., 29,462. The 
absvlute correctness ‘ort the Chete circula- 


Finnish 


tion statement guaranteed by Rowell's 
American Newspaper Directory. 
Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 

a ‘heater, Times, ove dy. Average 1996, 2.688, 
Y. office, 220 B’way. Rh. Northrup, Mgr. 
yy Times, daily. Aver. for suet, he ald 

Nov., 1907,18,520. E. Katz, Sp. Ag., 2 
Harrisburg, Telegraph in av. a 14,- 
794. Largest paid c reulat’n in H’b’9g or no pay. 





) 
) 
) 


Farm Journat, Philadelphia, 
has been awarded the (O® by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and quality of its circulation than for 
the mere number of copies printed. 
And in addition to this, Farm Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1907 was 573,083 
copies each issue. 














“in 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET AVERAGE CIRCULATION FOR NOV.: 


234,02 i copies a day 


THE BULLETIN’s circulation ficures are net, all 
damaged, unsold, free and returned copies have 
been omitted. 

WituiaM L. McLzan, Publisber. 


Philadelphia. Confectioners’ Journal, 
Av. 1905,3,470; 1906, 5.514 (OO). 


Philadelphia. The Press is 
=" hia’ -T. Gres Home News- 
juarantee 
car. it has the Gold Marks anc and is 
on the Roll of Honor—the three 
ost desirable —— for 
any newspaper. Sworn average 
circulation of tine « a7 Press for 
1907, a the Sunday Press, 124, 


Pittsburg. The Team ene Review. 
wighoreae monthly trade paper, first-class ad- 
vertising medium. Circulates among Team 
Owners, Hauling Contractors, Transfer, 75 
Carting and Draying Companies. the 
consumers of Horse Goods, Saddlery, Stable 
Supplies, Wagons, ‘trucks, ete. 


Seranton, Truth. Sworn circulation Sor 1906, 
14,126 copies daily, with a steady increase. 


eat coe. Local News, 
daily. W. H. Hodgson, sverayefor 
1906, 15,440. In its ral — 
Independent. Has 

and vicinity for tts fleid. Devoted 
to news, hense 18 2 home 


mo, 


VA 
OMAR 


paper. Chester County is second 
in the State in agricultural wealth. 


Ww ian. Grit. “America’s Greatest 
ony New: 2? Aver. 10 mos.,’07, 284,111. 
reulated in over 13,000 small cities, soune and 

ps ony Home circulation. Guarant 


Fock. Dispatch and Daily. Average — 1906, 


17.769 
RHODE ISLAND. 
Pawtucket. Evening Times, Aver, circulation 
for 1906, 17.L18 (sworn). 
Providence. Daily Journal, 18,051 
(@O), sunday, 21,840..0@0). Ereniny 
Bulletin 36,620 averave|{906. Provi- 
dence Journai Co.. publishers. 
Providence. Tribune, Aver. for 
Morn. 34. Even. 81,1183 Sun. 16, tee 
rogressive paper in the field. Even- 
ing edition guaranteed by Rowell’s A.N.D. 
Weaterly,Sun. Geo. H. Utter, pub. aver. 1906, 
t.627. La ps roest circulation in Southern R. 1. 
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SOUTH CAROLINA. 


Charleston. Evening Post. Actual dy. aver- 
age for 196,4.474. Decemoer, 1906, 4,7 55. 


Columbia, State. 
age for 1906, week By ti 
copies; semi-weekl aes, Sun- 
day ‘O©). ipo 
average for | a six ads. Ac 190 
daily (© ©) 12,940, Sunday@o) 


18,769. 
Spartanburg, Herali Actual average cir- 


culation for first nine months 1907, 2,621. 


TENNESSEE. 


Chattanooga, News. Av. 3 mos. 
end. Dec. 31, 1906. 14,707. Only 
Chattanooga paper permitting 
examination circulation by A. A. 
A. Carries more advg. in 6 aays 
than morning paper 7 days. Great- 
est Want Ad medium, Gusaran 
tees largest circulation or no pay. 


Knoxville, Journal and Tribune. 
Daily average year ending December 
3/4, 1906,18,692, Week-day average now 
in excess of 15,000, The icader. 


Actual aver- 
11,287 


UA 
ot 
TEED 


UA 
Con 
TEEO 


Memphis, Commercial Appeal daily. Sunday, 
weekly. First six months — av.: Dy., 41,78 : 
Sunday, 61,485; weekly, 8 ‘212. "Smith & 
Thompson, Representatives, N.Y. and Chicago. 


Nashville, Banner. daily. Aver. for vear 1906, 
$1,455; Jan. 197, 38.2538; Feb. 1907, 87,271. 


TEXAS. 


EI Paso, Herald. Oct.. av., 8,155. More than 
both other El Paso dailies. Verified by A. A. A 


VERMONT. 


Barre, Times. daily. F. E. Langley. fo 1905, 
8,527; 1906, 4,118, Examined by A. 


Bennington. Banner, aa Tt. = Howe. 
Actual average for 1906, 1. 


Burlington, Free Press. Daily average for 
1906. 8.459. Largest city and State circula- 
tion. Examined by Asso. of Amer. Advertisers. 


Mentustter. Argus, daily. oy M average 
Jor 1:96,8,280, Examined by A. A 


Rutland, Herald. Average 1905, po Aver- 
age 1906,4,67%. Kxamine. by A. A. A. 


St. Albans, Messenger, dy. Av. 905, 6.08% 
1906, 8,888, Only Rutland paper exam. by A.A.A 


WASHINGTON. 


Benttie, Post. Intelligencer (OO). 
for Nov.. 1907, net Sunday 
48,68 9: Daily, 84, 864; week day 
88,506. Only sworn circulation 
in Seattie. Largest genuine and 
cash paid circulation in Washing- 
ton ; highest quality, best service 
greatest results wlways. 


UA 
ey 
TEED 


Tacoma, Ledger. Average 1906, daily, 16,059; 
Sunday, 21,798. 

Tncoma, News. Average 1906,16,109; Sat- 
urday, 17,610, 





PRINTERS’ INK. 


WEST VIRGINIA. 


Parkersburg, Sentinel, fete. R. E. Hornor, 
pub. Average for 1906, 2,64 


Ronceverte, W. Va. News, wy. Wm. B. Blake 
Son, pubs, Aver.1906, 2,220. 


WISCONSIN. 


Janesville, Gazette. d’lyav. for Nov. 1907, 
8,886; semi-w’kly, 2,268, 


Madisen, State Journal, Ss Average 1906, 
3.602; Jan., Feb., Mar.,1907, 4,884; Apr., 5.106. 


Milwaukee, Evening Wisconsin,d’y, Av. 1906, 
25.450 (@@). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


awonkes. The Journal, eve., 

. Average circulation for 

.. 62,678 daily; gain over 

., 1906, J.210 daily. Paid city 

circulation ALONE greater than 

TOTAL paid of any other Mil- 

waukee daily or Sunday; also 
more advertising carried. 


VA 
oan 
laa ay) 


Oshkosh, Northwestern. daily. 
1906, 3.0 


Average for 


T" WISCONSIN 
GRICOLTORIST 


Racine. Wis., Eatab. 1877. 
Actual wooly « average Ap e+e 
ended Sept. 30, 

Larger Sroniatien ‘*e a 
sin thanany waa 


Adv. 
bat 50 an tnch. N. fice, Tem- 
ple Ct. W.C. Richarason, Mgr. 


WYOMING. 


Oheyenne, Tribune Actual daily average ret 
for 1906, &,126; semi-weekly, 9 mos., '07, 4,294, 


BRITISH COLUMBIA. 


Vancouver, Province. daily, Average for 
1906,10,161; Nov. 1907, 15,677. H. VeClerque, 
U.S. Repr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Free Press, d@ily and weekly. Ar- 
erage for 1906, daily, 84,559; daily Nov. 1907, 
86,480, wy. av. for mo. of Nov., 22,625. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1906.16.177%. Rates 6c. inch. 

Winnipeg. Telecram. Average 6 mos. 1907s 
22, 961. Weekly av. 19,586. Fiat rate, 3\c. 


QUEBEC, CAN. 


Montreal, Ia Presse. Actual average, 1906, 
daily 100,082, weekly 49,992, 


Montreal, the Daily Star and 
The Family Heraid and Weekly 
Star have nearly 200.000 subserib- 
ers, representing 1,000,000 readers 
—one-fifth Canada’s population. 
Av. cir, of the Duily Star for 106, 
60.954 copies daiin; the Weekly 
Star, 128,452 copies each issue 





PRINTERS’ INK. 
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c ©) GOLD MARK PAPERS@O) 








Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA. 
THE MOBILE REGISTER (@©©). [Established 
1821. Richest section in the prosperous South. 
WASHINGTON, D. Cc. 
every! in \Vashington subscribes to 
Tak PRVESING - D SUNDAY STAK. Average, 
1906, 36, 
LORIDA. 

JACKSONVILLE TIMES-UNION (© ©) 

eminently the quality medium of the State. 
ILLINOIS. 

THE INLAND PRINTER, (oteran. (© ©) 
valaverage circulation for 1905, 15,866. 

BAKERS’ HELPER (© ©). Chicago. only “Gold 
Mark” journal for baxers, _Oldest, beat known. 

TRIBUNE (© oe. Only paper in Chicago re- 
ceiving this mark, because TRIBUNK ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIERK-JOURN4AL 
Dest paper in city; read bv best people. 

MAINE, 

LEWISTON [VENING JOURNAL. daily, aver- 
age August, 1907, 8,067; weekly, 17,705(@ ©); 7.44% 
increase daily over last year. 

MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the "eee and woolen indus- 
tries of America (© 

BOSTON EVENING SEinncRIPT ice. edtab- 
lished 1830. The only gold mark daiiv in Boston. 

TEXTILE WORLD KECORD (©©), Roston. The 
medium shrowse wales = reach textile mills 

ng | 


Pre- 


Act- 


(@©). 


000 horse po 


WORCKSTER A PUBLIQUt: (© ©) is 

the leading French daily of New Engiana. 
MINNESOTA. 

PIONEER PRESS (@©©). St. Paul, Minn. Most 
reliable pu per in the Northwest, 

THE MINNEAPOLIS JOURNAL(© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more !oval advertis- 
ing, more classified edvertising aid more total 
advertising than aoy paper 1 paper in the Northwest. 


N EW vol YORE. 
NEW YORK TIMES (OO). Largest gold-mark 
sales in New York. 


BUFFALO COMMERCIAL (©©). Desirably 
because it aiways produces satistuctory resuits, 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn 

THE POST EXPRESS (©@). Rochester, N.Y. 
Best advertising medium tn this section, 

ARMY AND NAVY JOURNAL. (© ©). First in 
its class in circulation. influence anid prestige. 

SCIENTIFIC AMERICAN ‘© ©) has the largest 
circulation of any technical paper in tae world. 

VOGUE (©) carried more advertising in 1906 
. any other magazine, weekly or monthly. 

Y GOODS ECONOMIST (@©). the recog- 
nized authority of the Dry Goods and Depart 
ment Store trade, 

ELECTRICA!. REVIEW (© ©) covers the fietd. 
Read and studied ty thousands. (Oldest, »biest 
electrical weekly. Reachex the buyers. 

NEW YOUK HERALD (@©). Whoever men- 
tions America’s leading newspapers menuocns 
the New York HERALD first. 





CENTURY MAGAZINE (© ©). There area few 
people im every community who know more 
than ail the others. ‘These people read the 
CENTURY MaGaziNk 


ENGINEERING NEWS © ©). The leading 
engineering paper of the wo: ld; established 1874. 
Kteaches the man who buys or has the authority 
to specify. 16,000 weekly. 


STREKT RAILWAY JOURNAL (©©). The 
foremost —. on city and interurban rai!- 
roading. rage circulation 8,200 weekly. 
McGRAW F OBLISHING COMPANY. 


HARDWARE DEALER’ ee 
In 1906, average issue, 20, nent 

Svecimen copy mailed w tien est. 

D. T. MALL , Pub., 2 Broa way, N., Y. 


THE ENGINEERING RECORD (©©). The 
most progressive civil ———— ory in 
the world. Circulation 4,000 per 
week. MOGRAW PUBLISHI SUOMPANT. 


NEW YORK —* (‘© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to date fcmiaine. whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser. 


RLECTRICAT. WORLD (@©).. Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by —_ Association of Amer- 
ican Advertisers. Av. weekly cir. during 1907 
was 18,294. MouRAW PUBLISHING COM ‘ANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on tie Roll of Honor and 
bas the (Guarantee Star and the Gold Marks—the 
three mostgdesirable distinctions for any news- 

paper. Sworn circulation of The i'aily Press, 
for 1907, 102,993; The ‘Sunaay | Press, 124,006. 


THE PITTSBURG 
©o DISPATCH oe 


The newspaper that judicious advertisers 
always seiect first to cover the rich. pro- 
. Pittsburg field. Only two-ecent 
morning paper assuring a prestige most 
protitable to advertisers Test home 
delivered circulation in Greater Pittst urg. 














RHODE ISLAND. 


PROVIDENCE JOURNAL (@6©). a conservative 
enterprising newspaper withouta single rival, 


SOUTH CAROLINA, 
THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paperof Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (© ©). Seattle’s 
most procressive paper, Oldest in State ; clean, 
reliable, influential. Ali home circulation. 
WISCONBIN. 


THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily ir Wisconsin 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN-; 
IN3 MAIL, Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 


CONNECTICUT. 
V ERIDEN, Conn.. MORNING RECORD; old es- 
4 tablished tamily newspaper; covers field 
69,000 high-class pop.; leading Want Ad paper. 
Classifiea rate. cent a word; 7 times.4 cents a 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 


Mar Hie and Sunpay Star. Washington. 
©). carries DOUBLE the number of 
Want Abe of any other paper. Rate lc. a word. 


ILLINOIS. 
HE Champaign News is the leading Want ad 
medium of Centra! Eastern Liinois. 


Tes TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


CONTEARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEws,” says the Post-office 
Review. and that’s why the DaILY News is Chi- 
cago s “want ad” directo: 
INDIANA, 

(MHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) aavertisements than 
ull the other Indianapolis papers combined. The 
tocal number it pope in 196 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than ail the oth-r - Indianapolis papers had. 





The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 

m... Daily. 

The edvertisina medium par excellence of 
the Calumet Region. Kead by all the pros- 

rous —— men and well-paid mechan- 

es in wh been accepted as the 
“Logical industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 


STAR LEADS IN INDIANA. 


During the last eleven months the INDIANAPOLIS 
fran carried 544.40 more columns of paid claxsi- 
fied advertising than carried by its nearest «om- 
petitor during the same period. The STAR gained 
1726.34 columns over the corresponding months 
of last year. During the past two years the 
STaR’s circulation has exceeoed that of an a 
Indiana newspaper. late, six cents per 











IOWA. 
HE Des Moines REGISTER AND LEADER; only 
paper: carries more “want” ad 
vertising than any other lowa newspaper. One 
cent a word, m’thiy rate $1.25 nonp. line, dy.& Sy. 


MAINE. 
Ts EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 


77 Baltimore News carries more Want Ads 
than any other Baltimore daily. If ix the 
recognized Want Ad medium of Baltimore 





MASBACHUBSET'IB, 
T HK Boston KVENING 1 RANSCRIPT is the great 
resort guide for pe vd Englanders. ‘hey 
expect to find all good places listed 1n its adver- 
tusing columns, 


Ke tk ik tk tk ve 


HE BOSTON GLOBE, daily and Sunday, for 
the year 1906, printed a total of 444. 7) paid 
“want” ads. There was again of 17,530 over the 
Seed 1905, and was 201,569 more tnan aad other 
Boston paper carried for the year 1906. 


HK Ke He He 


WORD AD, 10 cents a ‘cents a day. Datty ENTFR- 
PRISE, Brockton, Mass. Circulation, 10,000. 


MINNESOTA. 


T= bey poe i yom is the recognized 
7. ‘ad medi Mi H 


T. PAU! DISPATCH, St. Paul, Minn., covers 
68,833. 


its field. Nine months’ average, 





The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas 
sified advertising eae: any other 
Minneapolis newspa No free 
Wants and no © provame nor 
objectionable medical advertise- 
ments printed. Cinssified Wants 
printed in Nov.. 142,142 lines. In- 
dividnal advertirements, 20,491. 
Eight cents per agate line per in- 
sertion. if c . Noad taken 
for less than 24 cents. If cash ac- 
companies order the rate is ic. a 

word. No ad taken iess than 20c. 


OCIRO’LAT’N ‘(HE MINNKAPOLIS TRIBUSE Is 

the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 80 columne of 
Want advertisementsevery week 
at ful) price ‘average of two 
pages a day): no free ads; price 
Sichdgrte both morning and even- 

@ issues. Rate. 10 cents per 
a. Daily or Sunday. 


(ea 


by Am. Newa- 
puper Di’tery 


MISSOURI. 
= a GLoBe carries more Want ads 
wil other papers in Southwest Missourt 
cuaite 2d. hecanse it gives resuits. One cent a 
word. Minimum, lic. 


MONTANA, 
r NBR Anaconda STANDARD is Montana’s great 
Vant-Aua”’ medium; ic. a word. Average 
emeutar n (first 6 wos. 1907), 11,187; Sunday, 15,068. 


NEBRASKA, 


HE AMERICAN FARM LipRary. Kdgar, Nebr. 
Monthly. Circul » 25,000, Rate. 2c. per word. 


NEW JERSEY. 
J. EWARK, N. J, FREE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY EveniInG JOURNAL leads allother 
e Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 
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NEW YORk&. 
LBANY KVENING JoURNAL, Kastern N. Y.’s 
A best paper for Wan:s and classified ads. 


Greatest 


& RGUS, Mount Vernon’s only daily. 
A Want Ad di in W hester County 





UFFALO NEWS with over 95,00 circulation, 
B isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 

RINTERS’ INK, publishea weekly. The rec 
P ognized and leaaing Vantaa medium for 
want ad meaiums. mail order articles, advertis 
ing novelties, printing. typewritten circulars, 
rubber stamps, office devices. adwriting, balf 
tone making, and practivaliy anything whicn 
interests and 4p is tO advertisers and ousi- 
ness men, Classified aavertivements, 20 Cents 
a line per issue flat, six words Co a line, 


OUNGSTOWN VinpicaToR—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA. 


‘—.HK OKLAHOMAN Okla. City, 21,381. Publishes 
more Wants than avy 7 Ukla. competitors. 


PENNSYLVANIA. 
‘a°HE Chester, Pa.. TIMES carries from two to 
| five times more ctassifiead ads than any 
other paper. Greatest circulation. 
RHODE ISLAND 
ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
fF HE Columbia StaTE (OO) carries 
more Want ads than any other 
South (‘arolina newspaper. 


CANADA. 
A PRESSE. Montreal Largest daily circula- 
tion in Canada witnout exception. (Daily 

100.087. Saturdays 117,000—sworn to.) Carries more 
want ods than any newspaper in Montreal. 
phe DAILY TELUGRAPH, St. John, N. B., is the 

want ad medium ot the maritime provinces 
Largest circulation and most up to-date paper of 
Fastean Canada, Want ads ove cent a word. 
Minimum charge 2 cents. 
*E°HE Montreal DaILy STAR carries more Want 
I advertisements than aj} other Moncrea) 
dailies combined. The FamMILy HER«LD AND 
WERELY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


ONE ARTICLE WORTH THE 
PRICE OF A YEAR’S SUB- 
SCRIPTION. 
PottsviLiF, Pa., Dec. 
Editor of Printers’ INK: 
Enclosed find check 
newal of my subscription. 
The article entitled ‘“‘What space 
shall we use?” in the last issue was 
worth more than the price of a year’s 
subscription to any man interested in 
advertising. 
Yours for 


28, 1907. 


for the re- 


PRINTERS’ INK, 
H. WeEtTTER. 


sensible 
FRED. 
THIS MEANS A LIFE SUBSCRIP- 
TION. 
Utica, N. Y., Dec. a0, 
Editor of Printers’: INK: 
Here’s my five dollars for four 
years more. I’ve eliminated all other 
advertising papers. Will stick to you 
till I find a better one. 
Very truly, 
JuLes Dovux. 


1907. 





23 


THE ECONOMY OF THE TRADE 
JOURNA 


It may be the belief of some that the 
Trade Journal is a necessary evil, to be 
tolerated by the manufacturer asa mild 
form of commercial blackmail, while 
doing a moderate form of good in tell- 
ing him what he already knows, or 
offering him a medium whereby he 
may inflict his notions on a long- 
suffering public: 

It is probably a fact that all the 
leading trade journals dealing with a 
particular industry reach the office or 
reading-table of every up-to-date manu- 
facturer. They are looked over, some 
article of especial and personal interest 
is examined, and in the rush of daily 
business the issue becomes forgotten 
and is laid aside, in time to swell the 
bulk of the waste heap. 

Such treatment should not be ac- 
corded any reputable journal of any 
industry. Each issue should be con- 
sidered by the manufacturer an invest- 
ment, or a means of increasing the 
efficiency of his plant; it might be 
called an improved machine or an im- 
provement on the machinery of the 
plant, for the visit of the issue should 
not end with the table of the manager; 
once read by him, its contents should 
be noted and by a simple plan of 
circulation, be sent traveling through 
the departments to be read by the 
heads, especial attention being called 
to matters of peculiar interest, then 
passed along till it has _ traversed 
through the factory, returning to the 
office as proof it has been doing mis- 
sionary service, 

Nor should its circle of circulation 
be limited to the heads of the depart- 
ments: the man on the machine should 
be interested to see what someone else 
has decided on the matter which in- 
terests his work, and the career of the 
issue of a journal will be so enlarged 
as to make it necessary for more than 
one copy of the issue to be set in 
motion. 

The influence of the trade journal 
should not be limited to the study of 
the manager-subscriber. The thinking 
workman is what is needed in every 
industry and progression. Progress is 
not made in any art or science by the 
investigations of men in the places of 
command alone. Rare improvements in 
mechanical constructions have been 
made by those who in the economy of 
the establishment occupied but an in- 
ferior position, and the manager who 
recognizes the power of his employees 
to be of indirect assistance to the 
business by keeping their eyes open for 
improvement, is developing a higher 
grade of employee, and enlisting in 
his service men of wide-awake minds. 
The tools and utensils of the craft are 
put in the hands of the workmen by 
the management, and they are expect- 
ed to be wielded with fixed results. 
In the same way tools of thought 
should be provided that the minds may 
be rendered more active and efficient, 
producing equally marked results, and 
possibly results which will make more 
valuable the service of the tools— 
Textile American, 
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Detailed Statement of Circ 



















































































DATE. JAN. FEB. Marcu, | APRIL. 

SS eEesa ae: 173,770 | 178,442 | 196,782 | 184,259 | 
eee 181,604 | 179,547 | 205,064 | 184,282 

_ REE es 174.280 184,974 | 181,98 181, 
| Ne 174,650 | 178,790 | 190,570] 185,678 | 182,08 178,: 
_ Rae ie: 175,628 | 187,488 | 196,782 | 184,962 177, 
| OTIS! 192,062 | 196,832 | 184,286 | 182%) 176, 
Sah steel a cool 175,140 | 193,026 | 192,960 182,38 177, 
RR ERIE 174,697 | 194,605 | 190,618 | 185,389 180,51) 179, 
A ROR 175,152 | 195,504 | 185,888 | 187,928 181, 

DR atiha ct sichacwntae 177,816 | 188,310 180,68) 181, 
Te ig ea Gael 174,822} 185,520 | 186,428 | 205,746 1828} 181, 
ERT 176,181 | 197,488 | 194,608! 241,614 180, 
Bis ckennt neiacwawe’ 195,947 | 195.470 204,519 | 180,74) 180, 
SER RR 176,540 | 195,976 | 185,426 180,0%)} 180, 
ble be lchGisoucarhnawe 183,786 | 183,722 | 186,046 185,226 | 180,18] 181, 
CaaS 191,330 | 184,058 | 186,058 | 183,622, 179,38 

BN seg oncencvnsionne 191,256 185,937 | 17948) 192, 
ERE SERS: 191,484 184,153 | 186,758 | 185,574 | 181,31] 187, 
SAREE 184,478 | 196,872 | 191,466 Holiday. 180 
RES 198,600 | 184,868 200.706 | 179,47) +188 
is ak ch epibencesaun 179,646 | 198.716 | 184,180 | 179,44) 179 
ERS 179,172 | Holiday. | 185,518 | 184,710 | 179,316) 180 
Sis sepig ties -vacaue 175,800 | 190,560 185,535 | 184,208 178 
Mbit erence. adacd 176,334 185,024 | 178,91) 180 
ee .| 176,046} 198,620 185,378 183,642 | 180,3| 178 
REE 179,680 197,732 184,078 | 123,895 178 
eer rare 196,400 183,880 | 188,686 | 1794%) 17% 
Oe irl ings ALS 177,552 194,387 | 186,686 179,48) 178 
RE eee 177,386 | 185,595 188,108 178,94 | 18 
EE IES 177,828 | 185,744 | 183,210 Holida: 
a eae | 177,856 | 192, 

Month Total ......... 4,831,414 4,397.560/4,918,508.4, 734.380 4, 706,469 4,518 










Grand total circulation for 12 months, 55,491,546, divided ty 305 
of complete copies used to have been 181,344 for each issue. 

































SUNDAY EL 

DATE. ‘Jan. | Fes. | Marcu. | APRIL. May. | ‘uv 

ist Sunday.......... 298,218 | 207,422 | 306,786 | 808,067 | 808.700 30: 
EN PINAEN.5 6 606000040 | 295,130 299,622 302,838 | 304,022 202,84 80 
Sd’ Sunday..........: 294,438 802,120 | 304,506 304, 257 303,102 | 80 
4th Sunday.... ..... 298,043 801,174 | 304,862 302,346 301,815; 80 
5th Sunday.......... | 304,347 30 
Month Total..... .... 1,180,828]1.200,338] 1,528,334)1,213,692|1,211,5011,52 













Grand total circulation for 12 months, 16,032,027, divided by 52 
of complete copies used to have been 308,308 for each issue. 
Boston, Mass., January 1, 1908, 
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ion of The Boston 


Ist, 1907, to December 3lst, 1907. 





Daily and 
Sunday 





Globe 













































































JUNE. JuLy. | AucusT.| SEPT. Oct. Nov. DEc. 
| 190,573 | 178.533 | 182,308 178,832 | 175,205 
| | 179,542 | 180,149 | Holida: 174,136 | 178,636 | 173,288 
| 181,300 | 180,221 | 179,587 | 188, 174,948 173,096 
| 178,270 | Holiday. 178,274 | 174,514 | 178,044 | 176,155 
177,886 | 194,950] 176,871 | 174,415 | 175,918 | 200,936 | 176,916 
176,996 | 176,010] 174,630 | 174,303 244,151 174,209 
177,423 174,397 | 174,367 | 174,801} 174,464 | 175,127 
| sip 179,570 | 178,522 | 177,165 174,847 | 175,501 
181, 177,882 | 175,445 | 176,707 | 178,901 | 179,526 | 175.780 
190,68} 181,742 | 179,676 | 176,235 | 177,005 | 178,700 193,270 
18288} 181,206 | 178,244 175,845 | 185,329 | 175,325 | 204,889 
190,618 | 178,019} 175,974 | 174,250 | 177,068} 178,998] 175,062 
180,74} 180,768 | 177,550] 177,215] 174,384 174,314 | 175,272 
180,63} 180,028 175,929 | 174,704 | 176,102] 174,700 | 176,409 
180,18) 181,167 | 180,526] 175,112 175,811 | 177,864 
179,858 184,390 | 176,665 | 204,888 | 174,736 | 178,952 | 175,917 
179,48} 192,245 | 176,867 | 176,980 | 174,765 | 174,054 175, 150 
181,30} 187,707 | 176,167 177,528 | 175.804 | 173810 | 175,474 
180,663 | 177,251 | 176,111 | 175,114 | 181,919 | 173,130 | 175,638 
179,47; 188,468 | 175,419 | 175,865 | 174,886 172,828 | 175,142 
1794! 179,334 176,335 | 175,428 | 174,044 | 173,112 | 174,754 
179,36) 180,734 | 180,148 | 199.746 175,724 | 174,070 
178,840 175,313 | 175,509 | 174,744] 173,576] 188,170 | 177,858 
178,98 180,207 | 176,072 | 176,147 | 174,266 | 173,688 176,674 
180,34) 178,560 | 175,288 178,330 | 175,840 | 178,476 | Holiday. 
178,700 | 175,612 | 175,853 | 174,097 | 174,195 | 174,650 | 189,343 
179,41 179,986 | 174,447 | 175,882 | 174,556 174,815 | 175,77 
179,4%| 178,646 175,587 | 174,789 | 174,827] Holiday. | 175,354 
178,94) 180,872 | 184,960 | 175,271 174,822 | 190,108 
Holiday! 183,538 | 175,009 | 174,525 | 178,616 | 175,810 | 176.844 
192, 183,994 | 187,529 173,470 176.204 
706,464 4,518,667! 4,659,137] 4,798,46114,244,937 4,731,723! 4,495,603) 4,449,689 








vided of 305 issues (the total number of issues), shows the average number 


sue, 


DAY EDITION. 



































May |_ JUNE. Jury. | Aveust.| SEPT. Oct. Nov. | Dec. 
803.750 | 302,670 | 806,581 | 308,986 309,400 ; 317,490 323,056 
202,88 804.056 | 308,873  309:773 | 308,568 | 318,328 | 820,486 | 324,254 
308,108 | 804,502 | 307,127 310,830 | 309,808 | 315,006 | 321,286 | 324,468 
301,815) 805,788 | 309,706 ; 300,614 | 316,082 | 326,414 | 325,414 
| 304,740 311,534 $26,502 
211,501)1,521,706 1,231,787/|1,233,685) 1,548,924 1,257,162) 1,285,676 1,623,394 














vided by 52 issues (the total number of issues), shows the average number 
1e, 





THE GLOBE NEWSPAPER CO., 


Per Cuas. H. TAytor, JR., Bus. Mgr. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. . 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER. 
Secretary, DAVID MARCUS. 
Treasurer, GEORGE P. ROWELL. 
The address of > company is the address of 
officers. 
London Agent, aw. Sears, 50-52 Ludgate Hill,E.C. 


Issued every Wednesday. Subscription 
mA two dollars a year, one doHar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be ber 
down for one year each and a larger = 
at the same rate. Five cents a copy. 
dollars a hundred. Being printed from ou. 
type — itis always possible to supply back 
numbe it wanted in lots of 500 or more, but in 
all oooh ‘cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 


Advertisements 20 cents a line, pearl measure 
15 lines to the inch ($3); 200 lines ws tothe he page ($40) 
For specified position selected e adver- 


tisers, if gran double price is gumion ° 

Un time contracts the last ny = A is repeated 
when new copy fails to come to hand one week 
ing advance of ay, of publication. 

Contracts by the month, quarter or year, may 
be discontinued at Vy pleasure = the advertiser, 
and ce used paid for pro rata 

Two lines nilest adverti t taken. Six 
words make a line. 

as appearing as reading matter is in- 
se) ree. . 
All advertisements must be handed in one 
week in advance. 








New York, January 8, 1908. 








THAT advertisement is sure to 
be impressive which bases the 
claims of what the article will,do 
upon what it is already doing. 


CueEap goods at low prices win 
sales; good goods at fair prices, 
customers. The quality is re- 
membered after the price has been 
forgotten. 

A DOLLAR saved in advertising 
is not always earned. The most 
costly dollar some advertisers 
ever possess is the one they do 
not spend. 


THE merchant who is most 
familiar with the industries of 
his territory is the best prepared 
to make his trade announcements 
a supplementary catalogue of its 
needs. 


Barcains that are substantial, 
and evident, can be announced in 
brief limits. 





You must meet a real want, or 
create one, to have your adver- 
tising bring results, 


WHAT we find out by thorough 
experience makes valuable knowl- 
edge. Wise experimenting is as 
frequently a key to success in ad- 
vertising as it is in other matters. 


Aaanien ~The Committee 

on Publication 

Art Exhibit. of the National 
Arts Club, New York, will hold 
an exhibition of Advertising Art 
in the galleries of the club, be- 
ginning February 19 and continu- 
ing throughout the month. Ex- 
hibits are invited of magazine 
and newspaper advertising de- 
signs, posters, covers of cata- 
logues, booklets, folders, pamph- 
lets, covers of magazines and 
other specimens of art applied to 
advertising. Designs will be 
chosen on their artistic merits as 
effective advertising. Each ex- 
hibit must be a design actually 
used or intended to be used for 
advertising purposes in the maga- 
zines or in the newspapers or as 
posters, magazine or _ booklet 
covers. An advertisement or a 
booklet which is typographically 
artistic may also be admitted in 
like manner. Originals are in 
every case preferred. Where the 
original cannot be obtained, a 
good proof may be sent, but 
where the original is sent it will 
be interesting to have it accom- 
panied with a reproduction. No 
limit is placed upon the number 
of designs which may be sub- 
mitted. All designs sent must 
be in condition for exhibition, 
either framed or mounted, or 
with sufficient margins so that 
they can be attached to the walls 
without injuring the design, 

All designs intended for this 
exhibition should be sent ad- 
dressed to the Committee on 
Publication, National Arts Club, 
Gramercy Park, New York 
City, to reach there not later 
than the eighth of February. 
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Ir is not enough for the mer- 
chant to talk in his advertise- 
ments. He musi make his goods 
talk, also. 








J. V. Simms has resigned as 
circulation manager of the Char- 
lotte, N. C., News, and expects 
to enter the advertising field. 





Tue Seattle Post-Intelligencer 
and Seattle Times have an- 
nounced that they will increase 
their subscription price on Jan. 
1, 1908. The Seattle Star will 
remain at one cent as heretofore. 








A.Bert G, BEAUNISNE, assist- 
ant publisher of the Chicago 
News, died suddenly on Decem- 
ber 26. He had the reputation of 
being one of the best informed 
circulation experts in the United 
States. 

Dr. Perrit’s “Eye Salve” is 
one hundred years old. The cen- 
tenary is being observed by the 
distribution of pin-trays of unique 
design, bearing the advertisement 
of Howard Brothers, Buffalo, 
who make the Pettit remedies. 











Tue Philadelphia Record sent 
out gigantic calendars this year, 
weighing fourteen pounds apiece. 
There is a large date pad, with a 
leaf for every day in the year, 
mounted upon a board back. An 
aluminum heading bears the in- 
scription: “The Philadelphia Rec- 
ord—Always Reliable.” 





Tue Evening Bee, of Sacra- 
mento, Cal., has offered to print 
the city’s advertising free of 
charge if it is proved that the 
Bee does not reach twice as many 
paid subscribers in the city as 
any other paper. Rowell’s Amer- 
ican Newspaper Directory credits 
the Bee with an average daily 
issue of 13,558 in 1906, and the 
Union, which failed to furnish a 
detailed report for that year, with 
a circulation in excess of 4,000 
copies. The Directory files show 
the Union reported a daily av- 
erage of 7,309 in 1900 and 7,139 
in 1905. 


Tropical and Sub Tropical 
America is a new monthly maga- 
zine published by the Tropi- 
cal America Publishing Com- 
pany, 18 Frankfort street, New 
York City. The magazine is of 
standard size and contains about 
fifty-two pages of reading mat- 
ter; is printed on excellent paper, 
and is well and profusely illus- 
trated. The subscription price is 
$1 a year, postpaid. 


THe H. B. Humphrey Com- 
pany, Boston, advertising agents, 
will issue a monthly calendar 
during 1908. Each will contain 
a reproduction in colors of a 
painting by Hamilton King. 

On January first the Hamilton, 
Ohio, Democrat-Sun changed its 


name to the Evening Journal, 
and the publishing company’s 
name was changed from the 


Butler County Democrat Co. to 
the Journal Publishing Co. R. J. 
Shannon, the paper’s eastern rep- 
resentative, states that the rates 
are unchanged, and the manage- 
ment will continue as formerly. 








Sermons en Seymour Eaton 
is the author of 
Advertising. 4 book of about 
one hundred pages, four and one- 
half by six and_ three-quarter 
inches in size, entitled “Sermons 
on Advertising.” The little book 
is bound in paper cover, and 
sells for one dollar. Each chap- 
ter, or subdivision, is printed on 
a different sort of paper, appar- 
cathe and the publisher makes 
assurance that all the paper was 
imported from Italy or Japan. As 
an example of attractive typo- 
graphy the book is interesting, 
and because of its quaint appear- 
ance will doubtless be preserved 
by purchasers who are also book- 
lovers. The best things in the 
sermons themselves, as Mr. Eaton 
truthfully remarks, are “as old as 
the hills.” But after all the little 
book has fulfilled a mission if it 
does nothing more than remind 
one of the old Booklover’s Maga- 
zine, which was a magazine with 
a character and really deserved 
to live. 
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THE name of Technical Liter- 
ature has been changed to the 
Engineering Digest. 


Tue Greater Des Moines Com- 
mittee has issued a folder to show 
that Iowa is the greatest market 
The argument fol- 


in the world. 
lows: 

The greatest market in the world is 
where the largest consuming population, 
in prosperous circumstances, lives. 

Iowa is that place. 

Iowa has a population of two and 
a quarter millions of ople who are 
uniformly wealthier can the inhabi- 
tants of any other equal section of the 
World. 

The per capita wealth of Iowa is 
$1,828; the per capita wealth of a 
ois is "$1, 689; the per capita wealth of 
Ohio is $1,367; the per capita wealth 
of Minnesota is $1,729; the per capita 
wealth of Michigan is 1,297;; the per 
capita wealth of Indiana is $1,174; 
the per capita wealth of Georgia is 
$493. The average for the United 
States is $1,318. 

Few of the goods consumed in this 
market are manufactured here. The 
westward drift of manufacturing is 
only just reaching the State. Factor- 
ies located in this great market have 
experienced a splendid growth. There 
is a demand for $300,000,000 worth of 
manufactured articles which are now 
supplied from the east. 


Publisher's Newspaper pub- 
lishers who have 
Problem. een confronted 
with the serious question of mak- 
ing both ends meet since the rise 
in the price of paper, have very 
generally devised means of re- 
ducing expenses, which will ma- 
terially help to offset the increased 
cost of production. In Chicago 
it is stated that all but two of the 
dailies printed in the English 
language have been placed upon 
a non-returnable basis, and these 
two are probably the weakest in 
the field. St. Louis publishers 
will follow the example set in 
Chicago. The one-cent morning 
papers in Pittsburg have been 
advanced to two cents, and_ all 
the Pittsburg papers have dis- 
continued the return privilege. 
Part of the Detroit papers have 
increased the price and reduced 
returns, and other cities have 
fallen in line. In some instances 
it has been found possible to de- 
crease the width of the column 
and use narrower margin. 
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ArE the advertisements on the 
street-car cards read. From the 
following; the query of a young 
boy accompanying his mother on 
the cars, it would seem that they 
are. “Oh, mother, this: must be 
the same car we rode downtown 
on.” “Why, dear?” “Because 
all those picture cards are just 
like the ones we saw _ going 
down.” 


_ SOMETIMES an advertiser changes 
his mind about the medium he 
will use. Here is a case in point 
or it maybe a veiled suggestion of 
the advertising agent. On one of 
the street-car cards in Washing- 
ton, D. C., appears this announce- 
ment: 

“STUNG—I bought this space for a 
customer who has something you need 
and was just ready to tell you about it. 

“But he got cold feet and the space 
belongs to me. 

“I feel sorry—it must 
fortable to have cold feet.” 


be uncom- 


Moving the Washington mer- 
chants are en- 
Stock. joying a laugh at 

the expense of a prominent dry- 

goods store proprietor. He does 
not believe, it seems, in cutting 
prices to any extent to move 
stocks rapidly and in consequence 
his store-rooms contain quanti- 
ties of odds and ends, some of 
which have been stored away for 
several years. Recently he went 
to New York on a business trip, 
and almost as soon as he started 
his manager, who has ideas of his 
own, gathered up all the old stock 
and had it shipped to a firm in 

New York who make a specialty 

of disposing of job lots. 

It so happened that the Wash- 
ington merchant came into this 
store, on his shopping tour, and 
seeing a large assortment of 
goods, at a very moderate price, 
he bought the whole lot and 
shipped back to his store the 
same stock that had only left 
there a short time before. 

How much better off he would 
have been had he used space in 
the daily newspapers and dis- 
posed of these goods over his 
own counters, 
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Wallaces’ Farmer writes Print- 
ers’ INK that it did not join the 
Des Moines publications which 
asked the Postoffice Department 
to delay the enforcement of the 
new ruling regarding sample 
copies and paid-in-advance lists. 
Its publishers insist upon all sub- 
scribers paying for their paper in 
advance, and are in thorough 
sympathy with the Department's 
efforts to place all other publica- 
tions admitted as second-class 
matter upon the same basis. 


La Presse, of Montreal, recent- 
ly conducted a “Salt Bag” con- 
test, which was so novel in its 
nature that the throngs that 
crowded the streets prevented the 
passage of street-cars for a space 
of three hours. Prizes were 
given for carrying a 200-pound 
bag of salt a certain distance, 
the winners being those who re- 
mained longest in the field. Sev- 
eral newspapers this side of the 
Canadian boundary have since 
instituted similar contests, giving 
La Presse credit for the idea. 


Tue Columbia, S. C., State, 
last month offered a prize for the 
best article giving reasons why 
any advertisement in its Christ- 
mas edition was considered, in 
the writer’s judgment, to be bet- 
ter than any other advertisement 
in the paper. Three hundred and 
forty papers were submitted, and 
the committee awarded the prize 
to Charles G. Singleton, Man- 
ning, S. C. At the same time a 
prize was offered the advertiser 
whose advertisement was con- 
sidered best in the opinion of S. 
E. Davidson, general manager of 
the Massengale Advertising 
Agency of Atlanta. This prize 
went to the State Bank of Co- 
lumbia. Mr. Davidson paid the 
State a high compliment in mak- 
ing the award. He said: 


‘*T have gone through your Christmas edition 
thoroughly and I consider it one of the finest 
made-up newspapers that has come before my 
notice in many a year. The whole edition, in- 
cluding the reading and display matter, very 
much resemble the work that a man would give 
several months to after he had ferreted out 
every possible error, even to the make-up and 

ly O. K'd it and let it go to press.”’ 
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8.5.07 WEST 29°STREET NEW YORK 








In the face of the most ad- 
verse conditions in the adver- 
tising world generally, THE 
METROPOLITAN MAGAZINE for 
January, 1908, shows a_ et 
cash increase of over five per 
cent as compared with the 
corresponding month in 1907 
Nothing seems able to retard 
the progress of this publication. 











E. L. Boas, resident director 
and general manager of the 
Hamburg-American Line, has ap- 
pointed Louis M. Weickum to 
take full charge of the company’s 
advertising, 


Tue Hotel Record, New York, 
on January 7, 1907, sent W. J. 
Nellis on the road for subscrip- 
tions and he has just returned 
from the trip, after visiting every 
State in the Union. The Record 
States that now it is a “publica- 
tion with a circulation.” 


La Patrie, Montreal, has re- 
cently moved into its new build- 
ing, on St. Cathrines street. La 
Patrie’s plant now has a press 
capacity of 100.000 12-page papers 
an hour. It is stated that the 
paper is now printing 45,000 cop- 
2 daily and 75,000 copies Satur- 
ay. 
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A FRANK telling of the truth 
that is pertinent to the case de- 
scribes pretty well a good ad- 
vertisement. 


Wasuincton, D. D. C., although 
it should be immune from finan- 
cial troubles owing to the great- 
er part of its population being 
composed of Government clerks, 
who receive their salaries, in 
cash, twice a month, and those 
in business who depend upon the 
Government clerks for their liv- 
ing, was more or less affected by 
the recent money stringency. One 
result of the “panic” has been 
to put the various savings insti- 
tutions on their metal as adver- 
tisers; and the newspapers, bill- 
boards and street-car cards con- 
tain many good arguments upon 
the value of depositing savings 
in this or that bank. One of the 
advertisements of this character, 
which is appearing in the street- 
cars, where it is attracting much 
attention, reads as follows: 

“Your arms will not develop if idle, 
neither will your money develop if 
idle. Put your money in this bank 
and let it develop. 

UNITED STATES SAVINGS BANK, 
2000 14th Street. 
The Bank With the Clocks.” 

At the left of the card is an 
opened pass book with “four per 
cent” printed on the left-hand 
page. 

Dabo & Dock- 

New rell, Inc., is the 

Firm. name of a new 
firm that began business on Jan- 
uary Ist, composed of L. S. Dabo, 
who has been with the Frank 
Presbrey Company for a number 
of years,and Thomas E. Dockrell, 
who has accomplished successful 
work for Scott & Bowne, the 
National Cloak & Suit Co., Ev- 
erybody’s Magazine, etc. The 
firm will not place business, but 
will render service to a limited 
number of business concerns in 
every line connected with general 
advertising, sales plans, mail- 
order work, the opening of new 
territory, distribution, plan and 
scope, policy and schedule of 
copy, making up and revising ad- 
vertising lists, analysis of results 
from advertising and sales plans. 


THE January meeting of the 
Sphinx Club will be held, next 
Tuesday, January 14. The spcak- 
ers will be Hon. Leslie M. Shaw, 
ex-Secretary of the Treasury, 
and Alexander D. Noyes, finan- 
cial editor of the New York 
Evening Post. 


THE “pretty good” advertise- 
ment is the sort that interests 
people without influencing them 
commercially. It’s a pretty good 
sort of advertisement to cast 
aside in search of something! with 
that last ounce of vital energy 
which lands the order. 


Tue publishers of Wallaces’ 
Farmer, Des Moines, have just 
installed a new magazine press 
which will enable them to print 
the paper at a rate of five or six 
thousand copies an hour. This 
press is similar to those used by 
the Ladies’ Home Journal and 
Saturday Evening Post. The 
publishers expect to have the new 
press running by the 20th of Jan- 
uary. 


Again the Phil- 
Benen hia adelphia Press 
Press”’ First jas the distinc- 
tion of being the first daily news- 
paper to submit a complete de- 
tailed statement of copies printed 
for the calendar year to Rowell’s 
American Newspaper Directory. 
Last year the Press led all other 
dailies, and the 1907 statement 
was received by the Directory 
editor at one o'clock on the after- 
noon of December 31st. The 
Paterson, N. J., Guardian was 
second on the list this year, the 
Plainfield, N. J., Courier-News 
was third and the Waterbury, 
Conn., Republican fourth. Last 
year the Courier-News occupied 
second place and the Guardian 
was fourth. The rivalry on the 
part of the last two papers is 
commendable. So long as_ the 
Philadelphia Press continues to 
exercise its present zeal, neither 
of the New Jersey Papers has 
much chance of winning - first 
place inasmuch as they are both 
published in the afternoon, while 
the Press is a morning paper. 
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JANUARY MAGAZINES, 


The customary slump in maga- 
zine advertising came in aggra- 
vated form this year, as had been 
expected. The October “panic” 
occurred too late to affect the 
December issues but the full force 
of the storm is felt this month. 
Advertisers decided to drop out, 
and it is to be feared that the’ 
magazines themselves were some- 
what to blame, for most of them 
were certain beforehand that the 
decline would be unprecedented 
in volume. And this decline, too, 
comes at the beginning of a year 
which gives indication of being a 
period of increased advertising. 
The advertising manager of a 
big magazine states that present 


orders indicate that 1908 will ex- 
ceed 1907 in volume of business, 
despite the loss of forty pages in 
the first issue of the year over 


January, 1907. 
* 


* * 

The Bobbs-Merrill monthlies, 
the Reader and Home Magazine, 
each show a gain over January 
one year ago, due primarily to 
the fact that an especially ener- 
getic campaign has been waged 
during the year. 

* * * 

System, however, furnishes the 
most encouragement of all the 
magazines, containing 144 pages 
of advertising.. Of this number, 
only seven and a half pages are 





ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR JANUARY. 
(Exclusive of Publishers’ own advertising.) 
: Pages Ag. Lines 
30,576 
18,704 
17,976 


System 
Review of Reviews. 
Everybody’s 
Country Life in America 
SS re nee 
McClure’s ... 
Cosmopolitan 
Ladies’ Home 
(cols.) 
Harper’s Monthly........ 
Munsey’s.. 
Century ..... livbaenes 


17,829 
17,808 
17,360 


14,000 
13,671 
13,440 
12,915 
12,544 
American Magazine.. 12,432 
Woman’s Home Com- 
panion (cols.)......++++ . 
World’s Work 
Good Housekeeping 
Scribner’s 
Success (cols.)... 
Pacific Monthly.. 
Technical World 


12,3:8 
11,§12 
11,305 
11,298 
11,256 
11,088 
10,408 


31 
ALL Ee AIT: 


The January magazines with one 
single exception shows a marked 
slump in the advertising carried— 
a falling off that in some cases 
amounts to as much as 30 to 43%. 


The one magazine to show a gain 
(7%40 pages) is SYSTEM. 


This is perhaps the most significant fact in 
all the history of publishing. 


And when this is accomplished in spite of 
the fact that this same magazine has for 16 
months averaged to carry more business 
than any other magazine, it must prove 
that SYSTEM pays, just as conclusively 
as would the pio 4 result cards of its 324 
January advertisers. 


When for any reason advertisers do let up a 
little, the magazines that remain on ~_ are 
the magazines that have paid best a by 
heading the list this month of ‘all ‘ee 
SYSTEM proves, as it has never proved before, 
its value as an order producer. 


bly 


THE MAGAZINE OF BUSINESS 

















CHICAGO NEW YORK LONDON 


Pages Ag. Lines 
Overland. Monthly (Dec.) 45 9.872 
Outing Magazine 9,739 
World To- 9,568 
Delineator (cols.).......... 9,185 
National Magazine (Dec.). 9,044 
Broadway Magazine 1520 
Red Book ...... 8,512 
House Beautiful (Dec.— 
cols. 
American Homes and Gar- 
dens (cols.)..... peeasiee . 
QOUMOOE LPS voces e.00s00560 
Ainslee’s 
Home Magazine (cols.).. 
Suburban Life (cols.) 
etropolitan...cccccceess 
Lippincott’ Buswese eoccccce 
Peareon’sccess. . 
Housekeeper (cols. = 
House an — (cols. ). 
Field and Stream. 
Garden Magazine (cols NG 
Van Norden.. 
Ladies’ World (cols. ‘e 
Pictorial Review (cols.).. 
Harper’s Bazar 
New Idea Woman’s Maga- 
zine (cols. Basseeeseneeees 
Gunter’s Magazine.,...... 
Designer (cols.).....000.+. 
McCall’s Magazine (cols.). 
Theatre Magazine (cols.).. 
Current Literature 
Short Stories........ 
i ‘i ° 
pleton’s _—_- ave 
RP Circle (cols.)......... 
Atlantic Monthly... 
American Boy (cols.).... 
Wide World Magazine.... 





8,449 


8,253 
8,232 
8,232 
8,078 
71994 
71936 
71364 
71336 
7,186 
7,014 
7,014 
6,986 
6,778 
6,618 
6,523 
6,272 


6,002 
5,880 
5 808 
55770 
5,072 
5.376 
5,264 
5,264 
5152 
5,082 
5,033 
4,716 
4,620 
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a Ag. Lines 

Health Magazine 45592 
Travel Magazine (cols.).... 
Dressmaking at Home 

GE Ja ccccercccscccene ° 
St. Nicholas 
Smart Set 
All-Story Magazine.. 
Bookman 


rs 


Putnam’s Monthly 
Smith’s Magazine 

Argosy 

Transatlantic Tales 
Benziger’s Magazine (cols.) 
Bohemian 

New England Magazine... 
Scrap Book.. y 
People’s Magazine. 
Railroad Man’s Magazine 


25 
17 
16 
16 
16 
(2 
14 
12 
24 
11 
12 
10 
8 
6 
5 
4 
2 





ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR DECEMBER. 
(Exclusive of Publishers’ own advertising.) 

Week ending Dec. 8 

Ag. Lines 
27,924 
17,365 
12,964 
10,1co 
9;555 
9,184 
8,089 
7,168 
5,790 


5 386 
4,034 
3,765 

2,684 


Vogue 
Saturday Evening Post.. 


Scientific American.. 
Collier s 

Churchman 

Literary Digest 
Independent (pages)...... 
Outlook (pages).... 
Associated Sunday Mage- 


Chiistian Herald 
Christian Endeavor World 
Leslie’s Weekly 

Week ending Dec. 15: 
Literary Digest.........- 
Collier’s 
Leslie’s Weekly 
Outlook (pages)....++.... 
Saturday Evening Post... 
Christian Herald ee 
Churchman 
Independent (pages)... . 
Associated Sunday ~ 


13,997 
10,696 
7,488 
5,628 
5,166 
41299 
4,839 
4,224 


3,503 
3094 
2,786 
1,925 
1,855 
Week ending Dec. 22: 
Independent (pages) “neue 
Literary Digest........... 
Saturday veel Post. 


6,604 
5,386 
4,678 
4,652 
45249 
4,211 
3,825 
3,192 


ee eee 

Churchman. . 

Life 

Christian Endeavor World 

Associated Sunday Maga- 
zine 

Outlovok (pages) .. 

Leslie’s Weekly... 

Christian Herald 

Scientific American 


Week ending Dec. 29: 


Independent (pages) 
Outlook (pages) 
Collier's. .cccos.ssccvccce 
Vogue 

Literary Digest 

Leslie’s Weekly 

Saturday Evening Post... 
Christian Endeavor World 
Christian Herald 


35143 
2,810 
2,501 
1,583 
1,348 


13,916 
11,088 
3,803 
3,126 
3,010 
2,512 
2,407 
2,239 
2,184 
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A TRUTHFUL STATEMENT. 


A magazine that undeniably tells 
the facts concerning its circulation, 
sometimes shows more than is usually 
accredited to it. 

For instance, one magazine, the magazine 
de luxe of all the generally circulated peri- 
odicals, with many pages in color and one 
that sells for $5.00 a year, is THE INTER- 
NATIONAL StupI0. Its net circulation for 
1907 was 8,500 copies. 

This increased twenty percent. last month 
over December the previous year, which 
points to an average printing for 1908 of 
12,509 Or more. 

The rate is $80.02 a page; but general 
advertisers, through their agents, may take 
advantage of the flat (annual) rate of $56.00. 
$56.00 is a very reasonable rate for what is 
offered. The Tiffany concerns run one and 
one-half pages of advertising in THE INTER- 
NATIONAL Stupi0 each month, 

It goes to the people who pay for the best 
—in magazines as in everything else—for the 
home and good living. 

This magazine de luxe cheerfully 
sent to advertisers who are interested. 
WALTER A. JOHNSON, Bus. Mgr., 

110-114 West 32d St, New York. 








Cols. Ag. Lines 
2,093 
1,920 


1,896 
1,008 
Totals for December : 
Vogue 
Independent 
Literary Digest.......... 
Saturday Evening Post.. 
Collier's 


38,488 
31,912 
30,482 
29,616 
28,308 
25,316 
20,327 
19,712 
15,293 
15,185 


Scientific American...... 
Leslie’s Weekly 
Associated Sunday Maga- 
zine : 
Christian Herald. ... 
Christian Endeavor World 


13,928 
12,700 
12,299 





house business, and the balance— 
136% pages—is the net advertis- 
ing carried. Not only is_ this 
over 50 pages more than is car- 
ried by any other January maga- 
zine of standard size in the coun- 
try, but it is a considerably 
larger amount than System itself 
carried a year ago. 

These figures are of unusual 
significance at this time, because 
they are enabling System to make 
a conspicuous demonstration of 
one of the fundamental theories 
of advertising, i.e., in time-of de- 
pression, the shrewd business man 
will advertise to maintain his 
sales. 

This record of System is the 
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more effective not only because 
it has been made in the face of 
dormant business conditions that 
have caused a falling off in the 
business of other leading publica- 
tions ranging as high as sixty per 
cent, but because it has been 
made in the face of a twenty-five 
per cent increase in System’s ad- 
vertising rates. 

For a magazine of the type of 
System, the reasons for an in- 
crease, at this time, are obvious. 

“Never before,” states W. A. 
Shaw, the publisher, “have sub- 
scriptions been received in such 
great numbers, particularly un- 
solicited subscriptions. Appar- 
ently, business men are reading 
System with greater care than 
ever. In fact, the increasing 
number of inquiries we are re- 
ceiving concerning business man- 
agement indicate that its readers 
are actually studying System as 
a text book and keeping it for 
reference. Our advertisers are 
feeling the effects of this reading 
in the growing number of in- 
quiries, which are coming to them 
from all over the country. As a 
result, they are not only repeat- 
ing their former advertisements, 
but in many instances are taking 
increased space. Practically all 
the advertisers in the current 
number had space in the Decem- 
ber issue, took space in January 
and are ordering it for February, 
as a direct result of their Decem- 
ber returns.” 

System is taking further ad- 
vantage of present business con- 
ditions by’ sending out over 
1,000.000 subscription letters to a 
carefully compiled list of the 
leading business men throughout 
the country. Although this mail- 
ing is not yet completed the re- 
turns already received show the 
interest in the problems of bus‘- 
ness organization and manage- 
ment of which System treats. 

Beginning with the January 
number, System is made non- 
returnable from the news-stands. 
This eliminates any possibility of 
waste circulation. Practically 
every copy of System is now sold 
before the magazine goes to 
press. 
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The following statistics, based 
on Printers’ INK’s figures, show 
the net volume of business car- 
ried by System: 

Pages advertising, 

Pages advertising, 

Net gain 

Percentage of gain 

Net pages, past 17 months... 


Average pages a month 


MAGAZINE NOTES, 


The Christmas Woman's Home Com- 
panion was sold out on December 13th. 


_ World’s Work gains fifty per cent 
in financial advertising this month 
Over January, 1907. 


_ Beginning with the February issue 
Frank Munsey’s Ocean will be changed 
in name to the Live Wire. 


Success Magazine is to have a new 
building of its own, located at 29-31 
East 22d street, twelve stories in 
height. 


“Some of Our Failirgs in South 
America” is the title of an article in 
Van Orden’s Magazine for January 
that is worthy of the attention of all 
American manufacturers. 


Walter E. Johnson, business manager 
of The Internationa! Studio, reports 
the advertising in that periodical to 
have increased fifty per cent in De- 
cember, 1907, over the month in the 
previous year. In January it holds its 
own. 


A majority interest in the stock of 
the Suburban Press, publishers of 
Suburban Life, has been sold to the 
S. S. McClure Company. The offices 
of Suburban Life will be with the 
McClure Company at 44 East 23d 
street, New York. 


Beginning with the issue of January 
4, the Scientific American will have 
an English edition published in London. 
This edition will be handled in London 
by Messrs. Wm. H. Smith & Sons, 
and the indications are that it will 
have a very satisfactory circulation in 
addition to that already secured in the 
United Kingdom. On February 29, 
during the Sportsman’s Show at Madi- 
son Square Garden, will be issued a 
Sportsman and Motor Boat Number of 
the Scientific American, This will have 
a three-colored cover, and will be a 
valuable contribution to those interest- 
ed in all forms of recreation, 

——_+o- 
EQUIVALENT TO LIFE SUB- 
SCRIPTION. 

LyncuBurc, Va., Dec. 28, 1907. 
Editor of Printers’ INK: 

We have been subscribers to the 
Little Schoolmaster for many years and 
expect to continue as long as it is pub- 
lished. Yours truly, 

Wacker & Mossy, 
Jno. Stewart Walker. 
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MORE REPORTS. 


The reports upon the business 
outlook for 1908 in Cleveland, 
Ohio, and Los Angeles, Cal., 
were received too late to appear 
in Printers’ INK last week. They 
are given below: 

CLEVELAND, Ohio, Dec. 24, 1907. 

Cleveland faces the new year with 
exceptional reasons for hope and con- 
fidence, because its banks and __busi- 
ness concerns have weathered the finan- 
cial strain of the last few weeks with 
remarkable soundness and __ strength, 
and because the prosperity which was 
general throughout the country for 
several years before the crisis of .the 
fall was especially great in this city 
and the surrounding territory. Cleve- 
land and the Cleveland district have 
had a fat year in 1907, taking the 
whole period into consideration. 

The lake trade has been extremely 
active and profitable. The movement 
of freight has surpassed all records, 
and passenger travel has been corre- 
spondingly heavy. The iron and steel 
industry, which is the foundation of 
much business, in and near Cleveland, 
is undergoing a decided reaction, but 
comparatively few men have been laid 
off in Cleveland mills and furnaces, 
and the general belief in the trade is 
that the resumption of full productive 
activity is a matter of only a few 
weeks or months, at the utmost. The 


building permits issued in Cleveland in 
1907 have broken all records, and the 
building trades are in excellent condi- 


tion to wait for the expected revival 
of activity in the early spring. | 
Retail trade, after an extraordinary 
year, down to the panic, slumped quite 
seriously in some lines, but the holiday 
business of not a few stores has beaten 
all records. Some important business 
concerns say that they have noc had 
as high a percentage of gain over last 
year as they would have had in less 
troubled times, but few complaints are 
heard of an actual decrease compared 
with the holiday season of 1906, which 
was the best ever known until then. 
Hence it is confidently predicted that 
the general traffic of the city will soon 
be more active than in any former 
year. 
The tight money market checks 
many large enterprises in Cleveland, 
as it does.in other centers of trade 
and industry, but there is no fear con- 
cerning the local financial institutions. 
No bank in Cleveland has suspended 
payments on account of the panic, the 
only failure being that of a small sub- 
urban bank which was wrecked by its 
dealings with a speculator who was 
shot dead, under mysterious circum- 
stances, last summer. For some time 
the leading savings banks have vir- 
tually done away with the sixty-day 
notice rule which was put in force at 
the worst of the crisis. Some of the 
largest banks of this character report 
many new accounts opened, not a few 
being in the form of Christmas gifts. 
The local labor situation has been 
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much relieved, since the check in busi- 
ness began, by the exceptionally great 
backward movement of recent immi- 
grants to Europe. The indications are 
that labor will be fully employed in the 
spring, and there is comparatively little 
heard of lack of work now. The 
growth of the city has been extremely 
rapid for the last few years, and its 
natural momentum will tend to make 
the demand for labor very good, even 
if business in the country at large 
should be less active than lest year. 
Real estate dealers have had a good 
year, and they are confident that before 
their natural harvest time comes, in 
the spring, conditions will be favorable 
enough to permit an exceptionally pros- 
perous season. No important Cleve- 
land industry seems to face more than 
a brief depression and the general out- 
look is excellent except for the rela- 
tive dulness of the next month or two. 
The city, as a whole, has been touched 
very lightly by the panic, and the sub- 
sequent check to trade and industry, 
and its prospects are correspondingly 


good, 
H. S. THALHEIMER, 
Business Manager Leader. 


Los ANGELES, Cal., Dec. 21, ’o7. 

Legal tender (gold, silver and United 
States bank notes) is being hoarded in 
southern California by small shop- 
keepers and wage earners, which hasa 
tendency to limit circulation. Few, if 
any, banks are distributing gold, local 
clearing-house certificates being used 
almost exclusively. A tendency exists 
on the part of holders of this paper 
to spend it even more lavishly than 
“real money,” for they are curious to 
see merchants and others accept it. The 
Los Angeles Clearing-house is now re- 
tiring abcut one-third of the scrip is- 
sued, and bankers predict an early re- 
sumption of normal conditions and free 
circulation of gold, silver, ete. 

There has been no failure, so far as 
we know, of any manufacturing or 
other industrial enterprise to meet its 
pay-roll. 

Business has kept up remarkably 
well, considering conditions in other 
sections of the country; no noticeable 
instances of salary cut or force reduc- 
tions have been apparent. 

A tendency to concentrate, rather 
than a lack of confidence, has been the 
prevailing feeling. A general clearing 
up in the financial sky has taken place. 
Conservatism has been exercised, with 
the gratifying result that a healthy, 
sound business basis has been estab- 
lished, and a noticeable curtailment of 
the growing desire to speculate. 

Bumper crops have been the rule 
throughout the year. Orange _ ship- 
ments have been greater than during 
any other period in the history of the 
Southwest. Growers realized $34,000,- 
ooo from eastern sales, and other staple 
crops from the southern portion of the 
State will bring the total production 
for export up to approximately $100,- 
000,000. All indications point to a 
successful agricultural season during 
the coming year. 

So far as we can see, no change in 
the manner of living is apparent. 
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Southern Californians have the wealth 
to spend for their needs, and the out- 
look, comparatively speaking, is so 
good that no serious hard times are 
anticipated. Taking the Times’ adver- 
tising as an index to general business 
conditions in the Southwest, it would 
seem to justify the conclusions reached 
above that general business, while not 
feverishly active, is fairly good. The 
Times regularly prints more than 100 
columns of advertising daily and 410 
to 460 columns on Sunday. 

Tue TimMEs-Mrrror Co., 

Harry Chandler, Vice-Pres. 


> 
BUSINESS GOING OUT. 
Philo Hay Co., Newark, N. J., is 
using increased space. 





E. P. Remington, is placing 5,000 
line contracts for Vichy-Celestins. 


German-American Advertiing Agen- 
cy, Philadelphia, Pa., is asking rates, 
10,000 lines, for a patent medicine. 


The Hull Agency, New York, is 
placing a few orders in Sunday papers 
for the Nemo corset (Kops Bros.). 


The Heart Cure Co., Hallowell, 
Maine, is placing a 175 line advertise- 
ment with mail-order weeklies. 


The tring | Agency, St. Louis, is 
ee 624 lines in southern papers, 
or G. A. Dickel, 


The Bentz Agency, New York, is 
placing the advertising for the Sun 
Ray Spring Water in New York daily 
newspapers. 


The Wetherald Agency, Boston, is 
sending out orders to newspapers gen- 
erally, 156 inches, for Sloan’s Lini- 
ment. 


The Hampton Advertising Company, 
New York, is placing orders for the 
New York Herald, Paris edition, in 
eastern newspapers, 


The H. W. Hedge Co. is sending out 
one and two time orders, 77 and 79 
lines, to southern papers for C. L. 
Jones Co., of Syracuse, N. Y. 


Danderine—Knowlton Co.,—is using 
1,000 inches. The contracts are being 
made through C. H. Fuller Co., Chi- 
cago. 


W. Ward Damon, New York, is 
placing reading notices of the Union 
Pacific R.R.—200 lines—in the South 
and West. 


The Evans Chemical Company, Cin- 
cinnati, Ohio, is making renewal con- 
tracts through the Blaine-Thompson 
Co., of that city. 


The C. H.-Fuller Co., Chicago, IIl., 
is making renewal contracts for T. A. 
Stuart, Pyramid Drug Co., of Mar- 
shall, ‘Mich., in southern papers. 


W. H. H. Hull & Co., New York, 
are placing extra copy for the Pine 
Forest Inn of Summerville, S. C. This 
will run during the month of January. 


The F. A. Gray Agency, Kansas 
City, is placing the advertising of the 
Independent Distilling Co., in southern 
mail-order weeklies. 


The Lesan-Gould Co., St. Louis, is 
making 5,000-line contracts with daily 
newspapers for the Frisco-Rock Island 
R.R. 


The Clague-Painter-Jones Company, 
Chicago, is making 1,000 inch con- 
tracts with newspapers for the Battle 
Creek interests. 


The Tobey Agency, Chicago, is mak- 
ing 1,000 inch contracts with newspa- 
pers for the Val Blatz Brewing Com- 
pany, of Milwaukee. 


Wood, Putnam & Wood, Boston, are 
sending out orders to newspapers in 
New York State for Minard’s Lini- 
ment, South Framingham, Mass. 


Theodore P. Roberts, Chicago, has 
secured the account of Dr. Guy Clif- 
ford Powell, of that city, medical, and 
copy is being sent to newspapers. 


The Clague-Painter-Jones Agency, 
Chicago, is making 624 inch contracts 
with newspapers for the Calumet Bak- 
ing Powder Company, of that city. 


Wood, Putnam & Wood, Boston, are 
using space in western and _ middle 
west newspapers to advertise De-tan- 
ated coffee for Coggins, Johnson & 
Clark, of the same city. , 


The German American Advertising 
Agency of Philadelphia is asking rates 
in a number of middle west newspa- 
pers upon 10,000 lines to be used with- 
in a year. 


Brownell & Humphrey, Detroit, 
Mich., are putting out 7 and 8 inch copy 
for the Way Ear-Drum Co., of the 
same city. The advertising is being 
placed generally. 


Borden’s Condensed Milk Company 
is confining its advertising campaign 
to New York City and nearby towns; 
newspapers are Seine used and the 
business goes through A. R, Elliott. 


_ The Nelson-Chesman Co., St. Louis, 
is placing Dr. Bell’s Pine-Tar Honey, 
which is put out by the E. E. Suther- 
land Medical Co., Paducah, Ky. South- 
ern and western papers are being used. 


The Horn-Baker Advertising Com- 
pany, Kansas City, Missouri, is _plac- 
ing 70 line copy in religious and fra- 
ternal papers for th the Benson Bulle- 
tin Board Company, of the same place. 


‘The H. N. Kastor & Sons Agency 
will place all advertising of the Delta 
Chemical Co., and the James  Sani- 
torium Co., which has been held in 
the past by the Lesan-Gould Co., St. 
Louis. 


Wm. B. Reed, Chambersburg. Pa., 
recently placed a considerable line of 
business in southern papers through 
the McFarland Publicity Service, 
Harrisburg, and will use space in 
northern mediums this spring. 
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Agricultural papers are being used 
to advertise a patented reinforced 
wire trace, made by Roberts & Rey- 
nolds, Kansas City, Missouri; the busi- 
ness going through the Horn-Baker 
Advertising Company, of that city. 

——__ +o — 
BOSTON NOTES. 


The advertising of A. S. Morss, 
builders of boats and boat designers, 
is being placed in a select list of me- 
diums by the Walton Agency. 


Wocd, Putnam & Wood are to have 
a representative in New York. Nego- 
tiations are now under way but the 
name of the representative has not as 
yet been announced. 


The magazine list for the Clicquot 
Ginger Ale Co., Millis, Mass., will be 
made up shortly. The account is 
laced by Mr. Pierce, of the J. Walter 
Thompson Co. Boston office. 


Religious papers, monthly and week- 
ly, are being used by Geo. H. Springer, 
direct, 256 Washington street. He is 
advertising an individual communion 
service for use in churches, etc. 


Mr. Thomas, who has recently gone 
to the Boston office of the J. Walter 
Thompson Co., is handling all the 
business of the Van Nostrand Co. ad- 
vertising P. B. Ales and Porters. 


Delano & Potter are advertising in 
Boston, and surrounding territory using 
4 inch double column space for their 
tea and coffee. The business is now 
placed by the Boston office of Arnold 
& Dyer. 


Clinton Jordan, of the Shumway 
Agency, is asking for rates from news- 
papers for a new account. He is also 
placing the advertising of Friend 
Brothers, bakers, in cities where they 
have local routes. 


Warren A Priest, formerly of F. W. 
sird & Son, Walpole, Mass., is now 
advertising manager of the Rubberhide 
Co. They are using a large list of 
agricultural papers, the business being 
placed by Long-Critchfield. 


The Reversible Collar Co. 
up a list of magazines for 1908, 
Quarter page space, 12 times, is being 
planned for. This advertising is now 
handled by Walter B. Snow, 170 
Summer street. 


The Vose & Sons Piano Co. are 
making up a list of monthly magazines, 
women’s publications and a_ few re- 
ligious weeklies, for 1908. The _ busi- 
ness is placed by E. C. Hill, of the 
New York office of J. W alter Thomp- 
son Co. 


Orders have gone out to New Eng- 
land newspapers for the advertising of 
Town Talk Flour, the product of the 
Lawrenceburg Roller Mills. This ac- 
count is now. placed by Wm. 
Foster, 6 Beacon street, the Boston 
representative of Arnold & Dyer. 


The publishers of New England will 
not be heard from for a month or two 


is making 


now that the Holiday season is over. 
None of them are putting out any copy 
except in a few special cases on a few 
special books, No large amount of ad- 
vertising will be done until the usual 
spring announcements .go out. 


In connection with the general cam- 
paign for the Navy Department, the 
Boston Recruiting Office has done con- 
siderable advertising throughout New 
England. Capt. Colby who has charge 
of the office has just been promoted to 
Rear Admiral. The business is all 
placed by Street & Finney, New York. 


The only account of ‘any size in 
Boston which has been canceled is that 
of Bensdorp Cocoa. This has been 
running in a large list of magazines 
and some weeklies. On orders from 
Holland, Wood, Putnam & Wood have 
been forced to suspend the advertising 
but hope to resume later and finish out 
all contracts. 


The Common Sense Gum Co, 
started a campaign to sell stock. Large 
advertisements have appeared in the 
Boston Sunday papers and a campaign 
on the gum. alone will be conducted 
in Cincinnati, Ohio, all the newspapers 
being used. The account is placed by 
the Boston office of J. Walter Thomp- 
son Co., 31 Milk street. 


The Mellins Food Co. are making up 
the magazine list for next year. The 
advertising department is now under 
the charge of Arthur B. Harlow. Mr. 
Harlow’s policy is to cut down the list 
of general monthly magazines and use 
more women’s publications and_ with 
larger space. No newspapers will be 
considered for another year. 


I. B. Spafford, formerly of the 
Pettingill Agency, has started an agen- 
cy of his own with offices in the John 
Hancock Building. He is also planning 
to open a New York office. He is 
placing in newspapers the advertising 
of A. J. Orem & Co., a stock brokerage 
concern. Mr. Spafford is asking for 
rate cards from papers throughout the 
country. 


have 


At the recent elections in Massachu- 


several strong liquor towns went 
“no license.”” This affects many ad- 
vertising men and especially _ billpost- 
ers to a large degree. Such towns as 
Worcester, Fitchburg, Haverhill, Wo- 
burn, etc., were heavily posted for 
liquor dealers in Boston and _ consid- 
erable copy was used in newspapers. 
This territory at least for a year will 
all be cut out. 


setts, 


Contracts for the advertising of Dr. 
Sloan’s advertising for dailies have just 
gone out from the James T. Wetherald 
Agency. The contracts are made for 
156 inches, full position. The adver- 
tising will run consecutively in every 
other day insertions from Jan. 15 to 
April 15th. New England dailies are 
being used, but the choicest territory 
for this business is in the south and 
southwestern States. The contracts for 
weekly newspapers went out earlier in 


the fall, 
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Come 
Pe 


Success Magazine 
A Periodical of American Life 


New York 
HERE ARE FIGURES 


worth considering now. 


Net cash receipis for magazine sub- 
scriptions since July Ist last, as com- 
pared with the corresponding periods 
last year: 


$77,021.80 $120,003.78 


Average percentage of in- 
crease 55%. 


Advertising Director. 








Forty -Years 


in 


Advertising Agent 
By George P. Rowell 


The first authentic history and ex- 
haustive narrative of the develop- 
ment and evolution of ‘American 
advertising as a real business force. 

The remainder of the edition 
| (published last year) is now offered 
for sale. About 600 pages, 5 x 8, 
set in long primer, with many ha!f- 
tone portraits. Cloth and gold. 
Price $2, prepaid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 














Talking through one’s hat 
may be good exercise for the 
lungs and amusing to one’s au- 
dience—but it is not a success- 
ful method of securing business, 


If you do not advertise to 
the right people, you might 
just as well be talking through 
your hat. 


Would you not prefer to sit 
right down beside your prospec- 
tive customer, at his club or in 
his home, knowing that you 
have an attentive listener— 
one who appreciates high-grade 
goods—and satisfied in your 
heart that price will be a sec- 
ondary consideration? 


Perhaps you could reach the 
right people in the right way 
at the right time through LIFE 
—the only one of its kind. 


For high-grade goods there 
is little or no waste in LIFE’S 


circulation. 


JostaAH JuDSON HAZEN, 
Advertising Manager, 
19 West 31st St, 
New York City. 
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THE ROLL OF 
HONOR 


is a department among the advertising 
pages of Printers’ [nx in which every 
paper is entitled to appear which has 
submitted a detailed statement to 
Rowell’s American Newspaper Direc- 
tory of the number of complete and 
perfect copies issued for the period of 
an entire year preceding the date of 
such statement. No paper which has 
not submitted such a statement, cover- 
ing the period of one entire year, can 
secure a place upon the Roll of Honor 
for either Love or Money. 


PRINTER’S INK is the ove journal that can give such a department the 
integrity which makes it valuable to advertisers and the publicity which will 
produce results for publishers appearing therein. A rating in the Roll of 
Honor practically fixes the circulation of a paper beyond dispute. The 
establishment of such a method, capable of being kept all the time up-to-date, 
marks an era almost as important in scientific advertising as was the estab- 
lishment, in 1869, of Rowell’s American Newspaper Directory. The Roll of 
Honor is. the only organized weekly service in existence anywhere through 
which the honest and progressive publisher, entitled to membership, can 
bring before the advertisers of the United States his increase of circulation 
for a week, a month or a quarter just past. It is a satisfactory guarantee of 
the publisher’s truthfulness and good faith. In reports of this kind every 
prominent advertiser is vitally interested. The Roll of Honor is a unique 
and choice service for choice mediums. It is the only authoritative source 
of such information to be had at any price, and the expense of it is merely 
nominal. 

Roll of Honor advertising costs 20 cents a line, or $20.80 for a two-line 
advertisement for one year. Ifcash in advance for one year accompanies 
this order, a discount of 10 per cent may be deducted. 

For further information, if desired, address, 


Tue Printers’ Inx Pustisuine Co., 
No. 10 SPRUCE ST., NEw YorK. 
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1907 Figures 


FOR BROOKLYN, N. Y., PROVE 
THAT THE 


Standard Union 


still leads in circulation. 








The year just ended shows the 
sworn daily average to be 


52,6 14 COPIES 


| No other Brooklyn paper gives 
exact figures about its circulation, 
or issues an affidavit proving sales. 

Printers’ Ink was night last 
summer when it said that the 
STANDARD UNION “is now in a 

sition to claim the largest circu- 
son in Brooklyn without fear of 
successful contradiction. ” 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


Here is a Huyler’s advertise- 
ment, which is fairly representa-_ 
tive of a considerable proportion 
of the publicity of the confec- 
tionery bearing that celebrated 
name. 

There are two or three good 
things about this particular ad- 
vertisement, much of the force 
and usefulness of which are lost 
by exceedingly poor arrangement. 

The section of the head of a 
lately arrived emigrant in the 


AMan is known 
rae CANDY he sends 





! f QUALITY eFLAVOR 


Sold atour Stores s by 
Sales Agents Everywhere 
THERE CAN BE WO HORE WELCOME 
GIFT FOR O1Dand YOUNG. 
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northeast corner of the advertise- 
ment does not seem to be either 
useful or ornamental, and the 
winged messenger looks dim and 
indistinct. 

The design marked No. 2 is 
offered as an improvement both 
in appropriateness and attractive- 
ness, 

* * * 


The Partridge & Anderson 
Company’s design, also shown 
here, possesses more strength and 
considerable contrast, but the 


wheel arrangement in the center 
of the design is confusing and 
does not harmonize with the 
character of the design itself. If 
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it had been left out the adver- 
tisement would have been better. 
Many of the advertisements of 








Si: 
PARTRIDGE ¢? ANDERSON CO 
, 96 Fifth Ave. Chicago 








engravers who make a specialty 
of advertising service are exceed- 
ingly beautiful and show not only 
careful thought, but a thorough 





PRINTERS’ INK. 


realization of the artistic re- 
quirements of advertising plates. 
These two examples cannot be 
said to belong in the class re- 
ferred to. 

* * ” 

The advertisement of the 
Samuel Ward Company here re- 
produced, may not cause any 
noticeable commotion in advertis- 
ing circles, but it has its merits 
and attracts attention in _ the 


magazines in which it appears. 
It may not be pretty, but it is 


Sige t Day 





nS 


A 
Five Year 
Daily Record Book 


a space every day for any five years, for 
recording happenings at home, schusol or col. 
lege, accounts of travel, anniversaries, social 
events, bi t sayings of children, the weather, 
ete, a6 sty . GO to $5.00, 

‘0. 100, heanti ll epund te nek Atk 

Es 108, ine inch Gaal Grain. $145 
poe ie Leather Long (rain (Green) 00 
your dealer, or sent postpaid. Send fo 
‘Ward's illustrated Red Bok ree, describin, ; 
the “A Line a Day” books, Ward's Photo an 
Postal Albums, Expense Books, Address Books 
“Wardwove" Writing Paper, and “Sawaco" 
pers, etc., all marked with the “ Ward" guar. 
wae trade mark as shown herewith. 

‘our dealer sould have these goods. If 
Bot, eend ne ‘der, ti 
Biisyana eto hs ouaraenppi 

SAMUEL WARD COMPANY, 
67-63 Franklin St., Boston, Mase, 





strong, and it comes about as 
near telling its story at a glance 
as is possible in an advertisement 
of an article which requires soime 
explanation before its uses and 
merits can be made perfectly 
clear, 
* * * 


This exceedingly frank and in- 
timate domestic scene should 
properly be entitled “Why Pa 
Got Cold Feet.” The careless ob- 
server might conclude that pa 
suffered from nightmare and had 
kicked the bed-clothes off, but 
those who look below the surface 
of things for fundamental facts 
will discover that Brother John 
had thoughtfully supplied himself 
with a cute little device which 
holds the bed-clothes down where 


4t 


they ought to be. Pa has either 
neglected this important domestic 
detail, or else he did not have the 
































Setot ewo (uicely micheled) by eal TS cen, 
erampe of money order. 
' GENERAL MFG. CO. 
Montgomery Bidg. MILWAUKE! 











price of two of these most excel- 
lent and praiseworthy contrivances. 
Too much cannot be said in 
favor of this truly notable ad- 
vertisement. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (299 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount muy be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly coutract paid 
wholly inudvance, Ifa specified position is 
demandea for an advertisement, andyranted, 
double price will be charyed. 


AS wanted to sell ad novelties;25% com. 
3 samples, 10c. J.C. KENYON, Owego, N.Y. 


W OULD like Pacific Coast falling agency for 
Standard Eastern House. AVEN COM- 
PANY, 1380 Broadway, Vakland, Cal. 


LLUSTRATED FARM SERVICE for dailies, 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


ANTED-—A first-class solicitor to represent 

Pacific Coast trade publication in N w 
York on commission basis. paca openin: 

for man with ability. PACIFIC DRUG REVILW, 


Portiand, Uregon. 
66 A DVERTISERS’ MAGAZINE” should be 
read by every advertiser and Mail-Order 
dealer. Best “Ad School” in existence Trial 
subscription, 10c. Sample copy free. Al)VER- 
TISERS’ MAGAZINE, 815 Grand. Kansas City, Mo. 
UBLISHING, Mercantile, Manufacturing. We 
serve 25.000 employers. Many opportunities 
for men with advertising experience or ability. 
Write Did as to experience and location de- 
red. HAPGOODS, 305 Broadway, New York, or 
1010 Hartford Puilding, Chicago. 


D-WRITER—Capable young man (30), em- 
ployed in Southwest, desires position Feb. 
Ist, agency, newspaper, asst. ad manager manu- 
facturer, ad-schvol uate. One year’s practi- 
cal experience, Spanish correspondent. Traveled 
Mexicoand Cuba, Reference “B. E.C.,” P. I. 


My 4s4cex WANTED—A prosperous and 
modern job printing plant in Gulf Coast 
city, repr ng invest t of $10,000, wants 
competent manager to purchase interest and 
take charge of business. Should have $1.500. 
Machinery all new and plant always busy, 
Chance of lifetime for right man. _ Address 
“GULF COAST,” care Printers’ lok, N. Y. City. 
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she circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 
Y YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
aud av’ managers should use the ciassified col- 
umns Of PRINTERS’ INK, the business journal for 
ee "weekly at 10 Spruce 8t., 
New York. Such advertizements will be inserted 
ac 20 cents per line, six" words to the line. PRINT- 
RRs’ INK 1s the vest school for advertisers, aud it 
reaches every week more employing advertirers 
than any otuer publication in the United Stater, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for ready positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500, The best 
Sistine adwriter im New York owes his suc- 
cess bpewee a few — to my teachings. De- 
mand exceeds 8' upply 
GEORGE H. POWELL Advertising and Rost 


ness Expert. 768 Metropolitan Annex. New York. 
[ WANT a position as adwriter and corres- 
pondent, with chance to build business 
throurh the mail. University graduate, student 
of modern business system; wide business 
experience, technical training—iu a word, the 
training and experience which enable me to 
study your p:oblems. Publicity on this basis 
will hold and secure business. Do you needa 
man who can ‘see things” and tell them so 
simply that others must see them! Address 
H. F.,”’ Printers’ Ink. 


WANTED 


By the publisher of some lead- 
ing trade papers a man who can 
arrange the layout and general 
typographical display and dress 
of advertising copy. Must be 
able to put his ideas on paper 
in a way in which it can be sub- 
mitted to advertisers for ap- 
proval before being put in type. 
Some ability to make rough 
sketches preferred. 

Address, stating experience, 
reference and salary expected, 
with samples of work if pos- 
sible, “TRADE PAPER,” care 
of Printers’ Ink, New York. 


Poa and NOW OPEN—For supt.of pirnti 
hands, Vhila.; news foreman, union. lit, 

25; Hoe web pressman, non-union, Ct., $23: 
pe Bay union, Mass. and Ct., $21; ‘tore. 
man ae age N. J; city editors, Ct. and oO, 
$18; city ed » $20; tel. ea., woe — ave 
Solicitors, N's and Mich $20 and 
ae NW rators. Bo oklee Y tree 7 RRNALD'S 
meh ER MEN’S EXCHANGE, Springfield, 


IN THE ADVERTISING 
DEPARTMENT 


- fa lending magazine there is room for a 
ng man who can plan advertisements 
that will sell goods ana write high-grade 
copy. Only one Pag le peg eared to 
produce. I nd it r- 
tunity to devi lop The right man will 
der himself a service by addressing ** PUB- 
LISHEs,” Box X Y Z, care Printers’ Ink. 


PRINTING. 


Ov choice of printing consumers kee 
continually busy. On receipt of your rau, 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to wptealty protitable business! Who 
knows! Why not write pow THE BOULTON 
PRESS, Drawer 94, Cuba, N 


Sy 




















COIN CARDS, 
PER 1 or more; any printing. 
Detroit, Mich, 


Less fi 
THE Gorn WRAPPER Co, 
——__+4+——_—_ 


POSTAGE STAMPS, 


|= 3 off, unused U. 8.;¢.0.d. R. E. 
DUBE, 2404 Milwaukee Ave., Uhicago, Il. 


—— te 
ADVERTISING AGENCIES. 


D. + 4 WaonMAN AGENCY, 1 Madison Ave., 
Medical Journal advg. exclustvely* 


W. KASTOR & SONS ADVERTISING CoOM- 
e PANY, Laclede Building, st. Louis, Mo. 
vue ! IRELAND ADVERTISING AGENCY, 
1029 Tribune ouleing, New York, 
925 ¢ Street, P p 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. Kstablisheo 

1872. Chicago. Boston. I hiladelphia. Advertis- 
ingof all kinds placed in every part of the world, 


ANUFACTURERS’ Al) VERTISING BURKAT, 

4 237 Bri pond way § (ol ), New York. Ads 

in ~ TRADE J PRNALS our epeeany. 
Benj. R. Western, fan Est. 1877. Booki 





—__+o+ 
ADVERTISING NOVELTIES. 


Ete conertentie kind = all manufac- 
u turers. RENCH CO., 1 Beekman St, 
on 4 — York. 





Advertising Solicitors 
Trade Journals 


are requested to communicate with the 
undersigned. I will submit a plan how 
solicitors can increase their income ma- 
terially without interfering with their 
present duties. All communications will 
be treated strictly confidential. 
JOHN M. MUENCHEN 
Special Representative of 
Trade Journals, 
1161 Broadway, New York City. 
Tel. 567 Madison Square. 


YBERG, 
European 











ie 
PAPER 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York ‘cit 
Coated paversa specialty. Diamond 
Write for high-grade catalogues. 


‘Perfect. 





INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR See Cu., 
912 kim Street, Cincinnati, Ohio. 


> 


BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertisiny as a real business force. 
The remainder of the edition ae last 
year) is now offered for sale. sed come 
5x8, set in lon primer, with nd half. -tone 
ortraits Clot gola. rice prepaid. 

HE PRINTERS’ aINK PUBLISHING CO. 10 
Spruce 8t., New York, 





PRINTERS’ INK. 


ADDRESSES. 


1 'HE GLOBE CoO., 286 Main 8t., Portland, Ore., 
collects reliable names throughout the 
United States at 25 cents per 100. 


= of 4,000 Sewool Teachers; price $5, or $2 


per thousan: 
FRE DERICK C. KBERHA 
622-9 Stephen Girard Building, PARveiphia, Pa. 
—__+o>——_— 


HALF-TONES. 


RITE for amples and | and prices. STANDARD 
W ENGRAVING CO.. 560 50 7th Ave.. New York. 


oa oy copper half-tones, 1-col.. $1: larger 
10c. perin. THE YOUNGSTOWN ARC cN- 
GRAVING CO., Youngstown, Uhio. 


EWSPAPER HALF-TONES. 
L 2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 
tent apd when am accompanies the order, 
Send f 
KNOXVILLE LE ENGRAVING CO.,, Knoxville, Tenn, 


ae or line productions. 10 govare 
inches or smaller, detivered prepaid. 75c.; 
6 or more. 50c. each, Casa witb order, All 
newspaper screens. Service day and night. 
oo for circulars. keferences furnisbca, 
New yma process-engraver. bP, O. Box 815, 
Philade hia, la. 


a 
ADVERTISING MEDIA, 


THE REcorD is the Woman’s Home Companion 
of Troy and Central Miami County. Ohio, 
Only daily. Low- y= — lost manhood, 
monthly r fake fi 1, liquor, ete., 
Suuaaeaser Send for sample copy. 





——_+o 
MAILING MACHINES, 


HE PICK MATCHLESS MAILER. lightest and 
quickest. Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


——_+9———_ 
WRITERS AND ILLUSTRATORS. 


N ILLIONS of up-to- cate clippings and pictures 
covering every topic, classified for quick 
reference. Big help. THE SEARCH-LIGHT IN- 
FORMATION LIBRARY, $41 5th Ave., New York. 
—_§@———— 


BOOKLETS, 


We have have a booklet for Banks 
"al should interest every 
yy’ and Cashier. 


The Cost : 500, $20; 1,000, $25 000, $35; 

2, . Free Goaae to Banks only. 

Printers? ink Press, 45 Rose Street, New York. 
——— 


COIN MAILER, 


$2 60 PER 1,000. For 6 coins $3, An: 
e ACME COIN CARRIERCO., 
oS 


PREMIUMS. 


rp HovsaNDS of suggestive premiums suitable 

A... ae ge and otners from the foremost 
makers ‘and wholesaie dealers in jewelry anc 
kindred lines. 6) en list Ty illustrated 
catalogue. (OO reatest book of its kind. 
Published annually. 36th issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 


printing. 
Burlington,la. 


PATENTS, 


eam=PATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A.B. LACEY, 
Washington, Db. 0, Eatab. 1869. 
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SUPPLIES, 


R. PUBLISHER: You ought to have Bernard’s 

Cold Water Paste in your circulation dep't 

for pasting mailing wrappers. No other yaste 

so Clean, convenient and cheap. Sample free. 

BERNARD’S PASTE DEPAR MENT, Rector 
Building, Chicago. 





TACS AND BUSINESS the) 
will put you in touch with more business. 
Tafermmatio on and catalogue sent on request. 


Dennison 


ton New York Philadelphia Chieago St.Louis) 





DISTRIBUTION. 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
ew. Our Men will Distribute your Advertising 
Matter an, reeers and to any class of regis FOR 
ONE-FOURTH THE COST of MAITAINE We 
will jade the business for you, or, if you 
prefer to make your contracts direct with our 
Discributors, WE WILL MAIL YOU wad DIS- 
TRIBUTORS’ pier CTORY FREE. WE GUAR- 
aes EE AN HONEST DISTRIBUTION, and will 
mes or oF not so Be pay or destroyed. 
VRITE US NOW. See if we can’t do some- 
bby References : Publishers’ Com- 
Jnion and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, Ill. 
Pe 


TYPEWRITTEN LETTERS. 


IMITATION — 
TYPEWRITTEN LETTERS 


I operate the iargest plant in the world 
for the production of Circular Letters, and 
turn them out by the thousands or million 
in any style of typewriter type, furnishing 

TYPEWRITER RIBBONS 
EXACTLY MATCHING. 

Send for samples and prices. You will 
wonder how it's possible for me to produce 
such perfect work at so low a price. 

To those operating their own Multigraph 


—— Iam prepared to furnish sup- 

Ktibbons for the Jiuitigress in all colors— 
black, blue. = rple, green and red; also 
typewriter ri bonus. All machines exactly 
matching at prices fully one-third less 
than you are now paying. 


M. M. ROTHSCHILD 
Circular Letter Specialist 
9 Fifth Ave., Chicrgo, Il. 


thing 
mercial 














_— +> 
PUBLISHING — OPPORTUNI.- 
ce 


7 is the one = buy 





—— 
CALENDARS. 


Ww offer all our 1908 calendars to printers 
and dealers about half price. Our 1909 line 
will be ready February ist. Printers who mean 
business, write to us atonce. PENN CAKD AND 
PAPER OO., 22 N. 6th St., Philadeiphia, Pa. 


perty. 
Start in anny 
And own your job 
And work out your ideas. 
We have unusual opportunities. 
Write, ‘paene or cal 
ERSON P. HARRIS, 
Broker in Publishing Property, 
3 Broadway, New York. 





THE MAN WHO WILL 
IS THE MAN WHO CAN : 


send $1 for Davids’ Practical Letterer, complete in- 
structions in Commercial Lettering with brush or pen; 

actical hints on photo-engraving and designing ; 
do good show card work. This book contains 
much information of great value to advertisers, 


THADDEUS DAVIDS CO., 127 William St., New York, EsTasLisHED 1825, 





PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ LNK are invited to send model advertisements, ideas for window 
eards orcirculars, und any other suzgestions for bettering this department. 








Mr. George P. Rowell, Printers’ Ink Pub- 
lishing Co.. 10 Spruce Street: 

Dear Sir—Will you kindly criticise and 
compare the two enclosed copies. Also please 
mail me a prospectus of your advertising 
course. The enclosed ad copies are prepared 
for town newspapers. Please point out strong 
and weak in each and say which is better ? 

Very truly yours, 
(Signed) A. J. Fremine, 
Care of Wm. R. Gregory Co., 
A. 4-5-6 Produce Exchange, 
New York City, 





It seems to me that these ads 
treat as the whole thing, a feat- 
ure which should be merely inci- 
dental, and that the “Scotch 
Loaves” should be advertised to 
the exclusion of the “odors.” As 
a matter of fact some people are 
not particularly fond of odors— 
even those which are ordinarily 
regarded as agreeable ones—and 
the ‘odors of all baked goodies” 
might not happen to blend in a 
way that would appeal to every- 
In my opin- 


body’s third sense. 
ion, the space could be used more 


profitably in telling something 
about “Scotch Loaves,’ why they 
are called “Scotch,” how they 
differ from other loaves, some- 
thing about the food values of 
their constitutent parts, and the 
price, plus a pleasant but rather 
urgent invitation to “drop in and 
get one to-night or tell us where 
to send it.” 

Neither Mr. Rowell nor Print- 
ERS’ INK has ever had any “ad- 
vertising course’ of the sort re- 
ferred to in the foregoing letter, 
Printers’ INK itself constituting 
one of the best courses of in- 
struction available, according to 
many experienced and successful 
followers of the advertising busi- 
ness. In fact it is because of its 
value as an instructor in the art, 
or science, or whatever you 
choose to call it, that PRINTERS’ 
INK is quite commonly called The 
Little Schoolmaster In the Art 
of Advertising. Following are 





reprints of the ads criticised 


above: 


A GOOD NOSE 


WOULD BE TICKLED IN OUR 


Fragrant Sanitary Bakery 


INHALING ODORS OF ALL 
BAKED GOODIES. TASTY— 
WHOLESOME—DELICIOUS. 


Have You Tried Our Bread? 


A ee LOAF ON YOUR 
TABL THIS EVENING 
WOUL D ADD TO THE 
EVENING MEAL, 


A GOOD NOSE? 


JUST STEP INTO OUR 


Fragrant Sanitary Bakery 


AND INHALE ODORS OF 
ALL BAKED GOODIES, TASTY— 
WHOLESOME-—DELICIOUS. 


Have Your Tried Our Bread? 


ON YOUR TABLE THIS EVENING 
THERE IS _ A PLACE FOR ONE OF 
OUR SUBSTANTIAL CRISP 


Scotch Loaves. 











Straight to the Point—Particulars and 
Prices. From the -Harrisburg (Pa.) 
Star-Independent. 


Would You Like 
to Own a Bakery? 


Here is a fine one tor 
sale—in a first-class location 
and doing a good business. 
Property 226 Hamilton 
street—3-story brick build- 
ing—store room with plate 
glass front—fixtures includ- 
ed—ovens— dough  trays— 
complete outfit for carrying 
on a bread and cake bakery— 
horse—harness—wagon, 8 
rooms and bath in dwelling 
part—vestibule — hall—open 
stairway range ur- 
nace—cemented cellar with 
hot and cold water. Lot 
18x98 to alley. Price entire 
$6,200—reasonable terms. 


MILLER BROS. & 
BAKER, 
Federal Square, 
Harrisburg, Pa. 

















PRINTERS’ INK. 


Catesby & Sons, London, Eng., 
do some distinctly good things in 
the way of advertising by circu- 
lars, as exemplified by a batch 
recently received by Printers’ 
Ink, They do particularly good 
work in the exploitation of 
“Li-Nola,” the name suggesting a 
floor-covering which we on this 
side know as linoleum. A _ four- 
fold circular which opens to 64x 
15 inches; shows in the full size 
of one side a half-tone view of 
“The Greatest Lino Sales Room 
in the World,’ the cut being 
large enough to suggest many of 
the different designs or patterns 
to be had. The reverse of this 
circular is divided into four sec- 
tions, each showing by half-tone 
illustration and well-written text 
the special adaptability of “Li- 
Nola” to some particular room. 
The following reprint shows the 
kind of argument employed: 





CHILDREN’S ROOM. 

It is necessary for the children’s 
sake to have a hygienic and a safe 
make of floor covering—a floor cover- 
ing which does not wear into holes and 
thus cause accidents to children. Such 
a safe and hygienic floor covering is 
our Li-Nola. It provides no vehicle 
for disease germs as do dusty carpets 
and dirt-gathering oilcloth, and you 
know how bad for growing children 
dust is. Moreover, Li-Nola can be 
cleaned easily and completely by a 
damp cloth. Another important point 
for mothers to consider is this: a child 
is distinctly influenced by its surround- 
ings, and that suggests the importance 
of securing a bright environment and 
charm of color. Li-Nola is so beauti- 
ful and so charming in every way, it 
provides the necessary helpful bright- 
ness and color charm, 





A booklet on made 


rugs is 
especially effective by illustrations 


rugs in their natural 
colors. This and half a dozen 
other booklets, on various sub- 
jects, show a rare appreciation of 
the prospective customers’ need 
of information and supplies witha 
completeness that is astonishing, 
considering the small space so 
used in each. Prices are con- 
spicuous, throughout, although 
price is rarely the argument made 
use of to induce purchases. 


of the 


From the Danbury (Conn.) News. 





Heat Helps. 


You can never appreciate 
the worth of a_ hot-water 
bottle until used in some 
time of need. Heat helps 
almost any pain; is often 
the only remedy required, 
and with a hot-water bottle 
you can have continuous, 
even heat for hours if 
necessary. It helps to cure 
toothache, earache, neural- 
gia, cramps, etc. And at 
this time of the year it is 
worth many times its cost 
as an antidote for those dis- 
agreeable _bed-fellows—cold 
feet. 

It pays to get good ones; 
they outlast two or three of 
the poorer sort. And here 
you get the good kind at 
prices ordinarily asked for 
inferior goods, 

pure gum _ hot-water 
bottle with cloth insertion, 
both inside and _ outside 
seams reinforced, guaran- 
teed for one year, for $1. 


KINNER & BENJAMIN, 
Druggists, 
173 Main Street, 
Danbury, Conn. 





From the Washington (D. C.) Sta 











It May 
Take You Years 


to own a home purchased on 
the monthly payment plan; 
it will take you forever and 
a day paying rent—and then 
you won’t own anything 
except the right to move 
any time you find you can’t 
pay the rent or that the 
owner has sold or wants the 
house. A house on the pay- 
ment - down - and . so - 
much-a-month plan is an in- 
surance against the time 
when youth is gone, energy 
depleted and productive 
power lessened. 

We can sell you a house 
on part cash and monthly 
payments in any section at 
any price. 

See those on Eleventh 
Street, corner of Girard, 
Columbia Heights, at $5,350. 

Also those on the west 
side of Flagler Street be- 
tween First and Second, 
North of V, at $4,200. 

A word from you and we 
will tell you fully and take 
you to see them if you wish, 


MOORE & HILL, Inc., 
717 14th Street N. W., 
Washington, D. C. 
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PRINTERS’ INK. 


Arbuckle & Collyer, ‘“Up-to- 
Date Grocers,” 47 Camden st., 
Boston, request criticism on a 
“souvenir post card.” The real 
feature of the card is a half-tone 
cut, which appears to be a re- 
duced reproduction of a chromo, 
under which appears this word- 
ing: “This beautiful Dining 
Room Picture Given Free to Our 
Customers.” “This beautiful pic- 
ture” evidently attempts to por- 
tray against a background formed 
by a pitcher and two pineapples, 
the halves of a muskmelon, a 
glass dish of berries, and an 
overturned box of berries of the 
same kind as those in the dish. 
Nothing is said as to the size of 
the pictures that are given away, 
by what process they are pro- 
duced, nor under what conditions 
they are to be had. The whole 
proposition is given an appear- 
ance of cheapness by being mis- 
erably printed; a thing which 
will make the scheme less effec- 
tive, no matter how meritorious 
it may be. The wording on the 
card is of the usual very general 
style so often employed by gro- 
cers and butchers in this class of 
advertising. 








Something Different in Telephone Ad- 
vertising. From the Atlanta (Ga.) 
Journal, 





Unusual Uses of the Tele- 
phone. 
Repairing Machinery 
An incident in long dis- 
tance machinery repairing 
illustrate the adaptability of 
the telephone. A shoe man- 
ufacturer in Mexico ordered 
from a Boston firm a ma- 
chine for putting eyelets in- 
to shoes. The machine was 
sent, but the persons who 
set it up did not succeed in 
making it work to their sat- 


| isfaction. 


A long correspondence was 


| carried on between the buy- 


er and the seller of the ma- 
chine, but no indication of 
the cause of the failure was 
reached. One of the ex- 
perts in the Boston office at 
last thought of the long dis- 
tance telephone, and had 
himself connected with the 
operating room in Mexico. 

The machine was set to 


| work and the expert in Bos- 


ton listened. He soon dis- 
covered from the sound 
where the trouble was, and 
it was remedied according to 
his instructions to the op- 
erators in Mexico. 

Call Main 1300, Contract 
Department, 

SOUTHERN BELL TELE- 
PHONE AND TELE. 
GRAPH CO., 
Atlanta, Ga. 
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The above Christmas ad is reproduced for its somewhat novel arrangement, which can be 


employed at anytime of year by any concern handling many different articles, 
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Rowell’s 


The Authen- 


tic Reference A = 
Work Un £©inerican 
Newspaper 


and Period- Newspap er 
Directory 


ical Statistics 








HE 1907 Edition enumerates 22,898 

separate publications, giving frequency 

of issue, politics or general character, 
form, size, annual subscription price, year of 
establishment, the editor's and publisher's 
names, and copies printed. 

The names of towns in which papers 
are published are followed by population, 
location in State, prominent industries, etc. 

In addition to the catalogue of publica- 
tions by States, separate lists show papers 
printing a Sunday issue, papers printing in 
excess of 1,000 copies each edition, and 
trade and class publications, carefully 


classified. 











’ The Directory contains 

THE PRInTeRS’ INK 7x Dicorycontin 
substantially bound in 

PUB LISHING co. cloth and gold. Price, 


$10. Transporta- 
10 Spruce Street New York City tion charges prepaid 
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A JOURNAL FOR ADVERTISERS. 








Voi. LXII. NEW YORK, January 8, 1908. ‘No. 2. 











This Intelligent Optimism of 
The World’s Work is What 
You Need Right Now 


Thanksgiving, Christmas, and New Year’s coming in 
close order and laden with feelings of good will and 
optimism, form the proper prelude to the New Year. Let 
us say right out from the shoulder that it is a good strain. 
Let's chime right in and give a swing and pitch to the tune 


that will make the chills run up and down our backbones. 

We of The World’s Work can’t help feeling “plumb 
cheerful,” because we know what some of our advertising 
friends have done already. 

Our old friend, Sapolio, comes up for 12 pages 
straightaway. The National Biscuit Company sends 
the word that lays hold of 12 other pages. The Nat- 
ural Food Company will tell our people six times 
that “it’s all in the shreds.’’ Mellin’s food will have 
a “loving friend’’ smiling at us at frequent intervals, 
The World’s Work’s strong financial friends are 
renewing contracts, and four leading banking houses 
begin new yearly contracts in January. 

That looks like good times, and business and all that 
sort of thing. It’s just a speaking likeness of Prosperity, and 
a standing invitation to our other friends to “do likewise.” 


COUNTRY LIFE THE WoRLD'’s WoRK. THE GARDEN 
IN AMERICA MAGAZINE 


DOUBLEDAY, PAGE & Co. NEW YORK. 
Western Office, 1515 Heyworth Building, Chicago. 























